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Attoch face after plastering to 
eliminate clean-up time 


Ss 


€ 
THRSTALLIN G 
} 


NO. 188 SERIES BASEBOARD PERIMETER DIFFUSER 


YOU CUT INSTALLATION TI 


snaps off for easy ac Sin at 


ME three important ways 


i ing diffuser can be repl 
to assure attracti 


no clean-up tm (2 \djusto- Bottom permits inst 
- 


\djusto Stop allows system t 
Adjusto-Bottom for installing in any 


Position over duct 





YOU MAKE NO PROFIT-CUTTING CALL-BACKS |x 


meets most 


cause unit 
exacting demands for modern home heating or cooling 
Patented Rotary Damper assures customer satisfaction under all operat 


ing conditions Available in be autilul beige prime coat types and 


sizes for all installations 








Patented Rotary Damper — an exclu- er 


FREE w "OR oy . 
ike: ils Cesare Geuinena et New ‘58 Catalog showing complete 


Air Control line the Registers, Grilles 
and Diffuse TS most like ly to be copied Sec 
your jobber or write to us 


NOTE: For same installation features in special economy unit 
see Air Control's No. 170 Series Baseboard Perimeter Diffuser 


with conventional damper at left. 34 sq. In. free area 


A IR CON TROL PRODUCTS, 
158 Center St. 


i ae 
Coopersville, Michigan 





HOW SUNDSTRAND FUEL UNITS BACK UP YOUR BURNERS 


Foolproof 
installation 


BY ce 


De 
» 
7 Stag, 


SUNDSTRAND 


HYDRAULIC DIVISION 


of Sundstrand Machine Tool Co., 2210 Harrison Ave., Rockford, Ill_—Eastern Sales Office: 89 Summit Ave., 
Summit, N. J. Made in Canada by John Inglis, Ltd., 14 Strachan Ave., Toronto; in Sweden by Sundstrand 
Hydraulic AB Stockholm; in France by R. S. Stokvis, et Fils, S. A. 20-22 Rue Des Petits-Hotels. 
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The modernization market... 


opportunity unlimited! 











Mueller Climatrol CUMATEST. program has 








everything dealer needs to capture replacement sales 


Since World War II while most 
dealers have focused their attention 
on new home business—the replace 
ment market has been ripening on the 
vine. And today as never before, it’s 
ready for harvest. In fact irgins 
have been trimmed so fine in com 
petition for new home sales that re 
placements offer a far bri 
potential 

Not that the new home market can 


or should be 


ghter profit 


- ither, the 
answer lies in a balanced operation 
New construction may still be the 
dealer’s bread and butter—but mod- 
ernization is his best bet for “* 


ignored 


gravy.” 
Prospecting Aids 
Of the many packaged programs 
designed to help the dealer uncover 
replacement prospects, one of the 
most workable is the Mueller Clima- 
trol Clima® test. Though incorporat- 
ing some aspects of the time-honored 


free heating survey, the Clima®* test 
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has features unlike any other pro 
gram yet devised 


@ It doesn't commit the dealer to any 
gratis service work. No time or money 
lost on “mis-leads”’ who hope to take 
advantage of a premium offer with 
no intention of modernizing 

e@ It’s a localized campaign for a top 
quality, nationaliy known product. It 
makes the dealer the key figure 

@ No high pressure needed. Clima®¢ test 
prospects are homeowners who ad- 
mit concern over their present heat 
Ing systems 





CAMPAIGN KICK - OFF. 
A typical dealer advertise- 
ment in the Clima® test 
series, designed to create 
“gentle dissatisfaction'’ 
with the prospect's pres- 
ent heating system. Other 
Clima ® test aids: window 
streamers, radio and TV 
spots, direct mail, door 
hangers, house-to-house 
and telephone canvassing 
programs 





ORAL ER mPRINT 











To insure the effectiveness of this 
promotion, Mueller Climatrol rep- 
resentatives are thoroughly trained 
in applying it. Why not contact 
your man from Mueller Climatrol 
today. Or write... 


Mueller Climatrol 


2030 W. OKLAHOMA AVE., MULWAUKEE 1, wis 


In Canada: 2490 Bloor Street” West, Torante 2, 
Ontario; Western zone: 1024 Wésfminster Avenue, 
Alhambra, Colifornia. 





Division of Worthington Corporation 
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‘ te notebook 
Thumbing Through i cut down delivery co 





This Month's Artisan ad 


a ~ 


Sentry ODF* Tank Gauge tells 
we find that modern- drivers what they want to know 
ization is the keynote for the 


entire issue moderniza- at point of delivety/ 


any stumbling blocks in th 
tion, as it applies to selling, . 
pat! t selling and promot 

installing, engineering, re - BPO SoS “ff 
pairing and adjusting air 2 ee Pye see ieee 
‘ . ork. ANd W 
conditioniag, heating and : THAT LITTLE 

: S , NTRY A R 
sheet metal products We ; se GAUGE SURE 
SAVES US BOTH A 


LOT OF TROUBLE! 





quickly discover that major 


editorial content is devoted 





exclusively to helping dealer 
contractors take on moderni 
zation work in a big way, 
coping with the problems 
before they are encountered 
and reaping the 


this booming 





find the subject 
in general from the stand 





point of the three factor 


which make up the heating 
Sentry ‘‘ODF’’ remote 


air conditioning-sheet reoding gouge 


dealer-contractor’s ope ration 


Techuteal ont Dendy OFFERS SUCH A COMPLETE LINE 


Operations involved OF DIRECT AND REMOTE READING TANK GAUGES 
in replacement and remodel Above is SENTRY’S newest — The . 
ing are covered in discussions | ODF At-A-Glance tank gauge that’s 
of how to bid modernization | Setting new records in building sales 
and customer goodwill. Located out- 
side of building at fill pipe, this easy- 
zation jobs, how to use the} to-read weather-proof gauge shows the 
service departme nt. and what | ¢*@ct oil level in the indoor tank. Saves 
: costly time consuming trips to base- 
ment, unnecessary hose unreeling and 
modernization note | eliminates over-flow. Permits delivery 
some points to ren ember in| Without disturbing customer 


Cill 


3 
« 
3 


jobs, how to install moderni 
problems are 


engineering, installing, d | Other constant-register SENTRY Indiana Convention 

. | gauges include combination tank and . Pushes Modernization 

remote reading, barrel gauges, direct 
icing, and we find some} reading, and gauges for stove and space =— . 
tested procedures which will heater tank. Write today for full in- ComBinction At-A-Glance tonk Mi 

formation about these fast moving bus- a 
A iness getters. Advertising aids available 
jobs and satisfied customers " ——_—_— RTLCLES 
a Ta GiaNt 


Bu Gauci 


signing, repairing and serv 


insure good modernization 
Then we review some 


+ 


Merchandising 


Sentry stove and : ae | 
techniques which are | spoce heater gouges “SA as 


covered in informative art Sentry At-A-Glance 
borrel gouges 
cles on surveying, advertis- 


= 

ing and selling the market, : 
5 E On guerd— | 3 
4 hours o day Sentry At-A-Glance Sentry superior qual- ind included the 
training modernization sales- tank gouge ity Therma-Gauge 


; 7 

and on finding, paying and Ke 2 
Or « eriorated ce tal 
1 n I Modernization I 

methods which apply to each business practices in the 

of these subjects, and we find | K R U at E R nly GAU G ES fice and at the shop was 

many new ideas which are GREEN BAY + WISCONSIN d discussed 

peculiar to merchandising in | The 


men. We review some tested | 


program was 
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“200 Tons of Locks 


(WITHOUT A BIT OF TROUBLE) 
with our 





Best 
money 
we ever 
spent” 


This unsolicited letter speaks for itself. 
Why not send coupon for the complete 
Lockformer money saving story. 


Sir 4% % 
One man and a Lockformer mokes more Pittsburgh Locks 


thon sixteen men and eight brakes THE LOCKFORMER COMPANY 
4615 West Roosevelt Road. Chicago 50 


ors 
- Please send me latest Lockformer 
sheet metal machinery catalo 
= 


TIME SAVING, MONEY MAKING EQUIPMENT 








Manufactured by 
THE LOCKFORMER COMPANY 


4615 W. ROOSEVELT ROAD, CHICAGO 50, ILLINOIS 
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the editor’s 
notebook 





i by means of seminars 
with four panel members 
ind a moderator presenting 
information on how certain 
ictivities were conducted in 


} 


pusinesses 


ictual shops or 


For a complet f 


I on 
how this grouy selected its 
subjects and the informatio 
preset ted, turn to the Asso 


ation section in this issue 


Include Modernization 
In Purdue Short Course 


THE SUBJECT 


bein 


tion 1s ’ 
Purdue Short 

Morse the hairmat 
cated to me that h 
the 1958 Short Cours 
include not 

te hniqu s tor estin 
d Signing 

homes but should also 
clude information and 


niques for mod rnizing exist 
ing systems. He has asked 
me to appe:z mn the Purdue 
Short Coursé program April 
1 to present American Art 
san s points ol 
modernization h 
ours plan to 1 
the material pre 


month's tssue 


mportant subj 


Michigan Group, Too, 
Urges Modernization 


THE MICHIGAN Heating and 
Sheet Metal Association also 
i the importance of 


} 


Dusiness mode ri 


recognizer 
shop and 
zation as well as methods for 


a 


( This 
reported 
month's 

) The Micl van asso 
ation request d several of 
Indiana associati 
rs to app ar on 
vention program 
speakers 
In talking with Indiana 
dealer-contractors at their 


onvention early in February 


editor’s 
notebook 





flame- 


resistant 


da ot the 


points that would 


A Meg 


tape use National Promotion 


Aimed at Home Owners 


Mi 


Flame-Resistant Arno Ductape complies with all build 
ing codes that require the use of fire-resistant duct tape 
It continues to hold firmly at temperatures of 350-400 
deg. F. Even at higher temperatures, while subject to 
charring, it will not support flame. Of course, it meets 
ASTM standards. 

Like all other Arno Tapes, it sticks instantly and does 
not dry out or lose its grip. 

Seal all ducts with Arno Ductape. Use Flame-Resistant 
Ductape where extra fire protection is needed. 


Test sample on request — specify F-R. 





oeemeesers §=6ADHESIVE TAPES, INC. J 


Subsidiary of The Scholl Mfg. Co., inc 








Arno Adhesive Tapes, Inc., 4110 Ohio Street, Michigan City, Indiana 


A 


; 


Sales Offices underway, HIC has org 


s 


; 
contest to be conducted 


It has 


be rship 


that include count 


radio and TV 


at both the local and nationa 
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How to keep paint 


from peelin 
HERE 


Armco Zinccrip® Paintcrip® Steel for new roof 
drainage systems is a tailor-made solution to the 
problem of paint failure. Besides a tightly adher- 
ing zine coating. this special steel is mill-Bonder- 
ized for immediate painting. There’s no need for 
special acid treatments or “weathering” to assure 
ood paint life. 

Furthermore, Armco ZiINCGRIP PAINTGRIP Steel 
can be formed into roof drainage parts with no 
danger of damaging the zine coating. Applied by 
a patented continuous hot-dip process, the coat- 
ing will take as much forming as the base metal 
without flaking or peeling. 

More Profits 

Because roof drainage installations of Armco 

Zinccrip PaintTcrip Steel stay attractive. they're 
ire to lead to more satisfied customers. more 
prestige for your firm, more jobs . . . MORE 
PROFITS 

Armco Zinccrip PaintcrRip Steel is available 
from vour nearby Distributor of Armco Steels. 
If you don’t know his name, just write us at the 


address below. We'll put you in touch with him. 


BRMCO 


ARMCO STEEL [\’ 


MARMCO STEEL CORPORATION + 1548 CURTIS STREET, MIDDLETOWN, OHIO 


SHEFFIELD DIVISION + ARMCO DRAINAGE & METAL PRODUCTS, INC. + THE ARMCO INTERNATIONAL CORPORATION 
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nouncements, publicity re 
booklets describing 


how employees can 


leases, 
help, 
decals and many other items 
Dealers interested in getting 
on this sales promotion band 
wagon will find that this is 
inother way whereby they 
an ride the crest o! 
nterest to 
for the growing moderniza 
tion market 


public 


locate prospects 
I 


What Is Potential of 
Modernization Market? 


THOSE OF YoU who fr 

reading in the February issuc 
the article entitled Fort 
Modernization 
the 


Lilie 


casters See a 
Boom” will recognize 
potential of the 
tion market 


moderniza 
It would 
that a considerable px 
the heating cooling de: 
contractor's future lies in the 
modernization field, and that 
any dealer-contractor who 
skilfully exploits this market 
will find as much business as 
he wants 

The growth of the summer 


onditioning 


residential air 
market will be another factor 
that will keep warm air heat 
ing dealer-contractors busy as 
the years go by. A recent sur- 
vey conducted by American 
Artisan’s staff shows that 80 
percent of the cooling instal- 
lations were made by warm 
air heating-air conditioning 
dealer-contractors. This indi 
cates the activity undertaken 
by members of our industry 
and how they are locating 
business through the public's 
desire to add cooling to exist 


This is 


continuc¢ 


ing heating systems 
a market that will 
to grow and help 
out the 


smooth 
de alk r-contractor s 


business cycle 


Dealer-Contractors 
Review Articles 


IN ORDER to obtain a com 
posite picture of national re 
quirements for a special issuc 


we asked dealer-contractors 


10 
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wn JOHN WOOD 


America’s Finest Line of 
Automatic Heating Equipment 


and the big new 
Joun Woon Ac-SELL-erator Sales Plan 





Oil and Gas 
Furnaces, Boilers, Put the new, big John Wood 
Conversion Ac-SELL-erator Plan to 
Burners work selling Automatic 
Heating Equipment for you—automati- 
cally. Here’s everything you need to get 
fast sales pick-up in high profit new home 
and home modernization markets. 

The complete John Wood line, with hand- 
some styling, low cost operation and qual- 
ity reputation, makes the sales that put 
more money in your pocket — automati- 
cally. 

Get your sales making Ac-SELL-erator 
Plan today. Ask your wholesaler or write: 


JouN Wood COMPANY 


Heater and Tank Division 


ree 


Conshohocken, Pennsylvania +» Chicago, Illinois fi ; 
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I 


located in every part of the 
country in the Southeast 
and Southwest, on the West 
Coast, in the Midwest states 
in the North Central and 
Northeastern sections to 
review the articles and the 
check-lists and 
points we might have failed 
to make clear or any omis 
sions that 


indicate any 


might have « 
curred as the issue was 
together Their unselfish 
assistance has 

possible for 

outstanding 

readers. It 

and pleasure to 
modernization issue 

as the first step in the forn 


i a 


tion of a complete manual on 
modernization 

In each issue for the 
mainder of the year 1958 you 
will find articles particularly 
slanted to enlarging upon th 


That's 


} 


theme of this issue 
one reason we have deci 
to identify the articles in this 
Modert 


ization Guide In each suc 


issue with the term 


ceeding issue, articles relat 
ing to this will carry th 
same symbol and theme. You 
might want to begin build 
ing a personal library of 
modernization, letting this b 
your first book and adding 
each of the succeeding issues 
to the ‘Modernization 
Guide 


Why Select March As 
‘Modernization’ Month? 


I HAVE BEEN ASKED why w 
selected the month of March 
for the 
I can 
W hat 


bringing this important 


modernization issue 
counter by saying 
better month 

ject to the attention of our 


In March, I believe 


home owners are more con 


1) 


readers ? 


scious than ever of outdated 


outmoded heating 


systems 
Dealer-contractors can tak 
advantage of this attitude to 
offset any downward curve in 


i 


business volume by pointing 
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AAP RENU VENT replaceable-media air filters 
OFFER EXTRA DUST-HOLDING CAPACITY! 


VV 
OY 


Sturdy 
steel 
holding 
frame! 


SPS, 
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Ss 


Filtering 


of amazing 
AMERglas! 
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3%" deep filter 
pad—nearly twice 
the media in a 


standard 2” 


disposable 


filter! 
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Filtering pad 
is simply 
replaced 

when dirty! 
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installation, 


AF Dust Contro = 
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AMERglas Replaceable 
Air Filters 


OUR BUSINESS —— 
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P-K hardened SCREWNAILS 








cornices 


How Many Prospects 
AEST For ‘Add-On’ Cooling? 


gutters 
coping 
ridge rolls 


cleats 


Manufacturers Offer P-K SCREWNAILS 


Modernization Aids won't bend or break # screw-holding power 


—won't back out or —over 4 times the 
loosen even under vi- holding power of 
bration. The hardened ordinary ‘nails! 
spiral threads grip the You'll use fewer nails 
metal then worm their on the: job—save 
way into the wood just time and money. P-K 
like a screw. You get the SCREWNAILS come 
combined advantages in a wide variety of sizes 
of nail-driving speed plus and head styles. 


PARKER-KALON t2:tener: 


PARKER-KALON DIVISION, General American Transportation Corporation 
Peekay Drive, Clifton, New Jersey 





YOU'LL BE MONEY AHEAD 
WHEN YOU SELL THIS [\[Z\/ 


YEARS-AHEAD DESIGN! 





CHRYSLER'S AIRTEMP 


CONTOUR FLAME 


HEATING 


Here’s famous Chrysler engineering at work to build greater 
sales and profits for ' It’s the new Chrysler Airtemp 
Contour Flame gas furnace—the product of years of research 
op 
efficiency without ever needing ining. This means greater 


and testing. This amazing design keeps the burner at t 


customer satisfactior t also means a “hot” selling vear for 
Airtemp dealers 


Look at these profit-building features: 


} 


Smaller inventory — «ne ise Lo-Hi-Boy eliminates the neces 


sitv for additional Lo-Boy type units! 


Lower freight costs. Low 57 height permits double stacking 
in railroad cars! 


“0” clearance. These new units AGA approved to meet latest 


1957) safety requ 


Non-linting piiot—does away with frequent servicing! 
Packaged gas controls. Magnetic gas valve, pressure regula 
tor and pilot switch can be released, or serviced with a 
screwdriver and without disconnecting main gas supply! 
100% safety cut-off—in event gas supply is interrupted! Plus 
special safe lighting feature! 

Separate fan contro! and temperature limit cut replacement 


' 
costs 


These outstanding features dramatically demonstrate why 
Airtemp dealers enjoy a big edge over competition. They 
spell out, too, why Chrysler Airtemp furnaces sell easier, : ; es —n nas 

WI jon’t uv tie-in with tl -ofit | Ww New Contour Flame exactly fits the sh 1pe 
faster. ly Gon t you lie-In Wit us new pron ine rite the heat exchanger. Note how the flame sprea 
for complete franchise details today overhang shields the gas opening from 


and Scale. The Ourner never needs cleaning: 


e AIRTEMP DIVISION, CHRYSLER CORP. 
DEPT. AA 3-58, DAYTON 1, OHIO 
Division ‘lease send me full » Airtemp franch 


full information on ar 
CHRYSLER CORP 
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T 870 Thermostat. 


New deluxe thermostat. Its six 
models and seven subbases give up 





to 42 combinations for every type 

of single and 2-stage heating and cooling. 
Manual, semi-automatic or full- 
automatic changeover. Remote 
compressor reset available. Complete 
2-stage, heating-cooling anticipation. 


14 
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New Honeywell T 870*—deluxe heating-cooling thermostat in 6 models, 
7 subbases. It’s new and better—out of Honeywell’s research and 
engineering facilities, bringing you new controls to make your business 
more profitable. What's more, Honeywell’s systems-and-service way of 
doing business backs you up 100 percent, at no cost to you. You get 
reliability; easier installations; simplified inventories; fast help when and 
where you need it, from 112 sales-service offices; educational programs 
for your staff—and above all, far fewer costly call-backs. Added up, 


these benefits mean more profit from every job when your units have all- 





Honeywell controls. Ask your Honeywell man to prove it. 


Honeywell 


Famine 
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NOW from the company 


that gave you the Carrier 


Weathermaker Home... 


NEW GED 


THERMO-CENTER 


saves hundreds of dollars 
on the cost of new home 
air conditioning ! 


Phone your Carrier Distributor for complete details or write 


Carrier Corporation, Syracuse, New York 





BULLY 


[ { 
| prremrrrt 
} 


T 
4 


| 


1. GONE ARE THE DAYS... 


when the furnace was planted the middle of the base- 


ment. That was fs di @! igh when p ople were satisfied 


with heating only But tod they want air conditioning, 


_— and the yY want 


3. IN A HOUSE WITH A BASEMENT... 
a plenum is set top n upflow 
Weathermaker. A short duct es thr 

tI} section lo« 


Winter 


wall, con- 


Carrier 
ugh the 
necting the ple nu ated just 


outside. No wate! piping is required. 


5. THE OPTION IS YOURS... 

You can install a complete Carrier Thermo-Center when 
the house is built. Or omit the cooling section. Carrier pro- 
vides a metal cover for the wall opening which reminds 
the home owner how easily he can add cooling later. 
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2. SO CARRIER MOVED THE FURNACE... 

from the center of the basement over against an exterior 

wall. Now, the way was opened for a new kind of year- 
ind air conditioner: the Carrier Thermo-Center which 


costs hundreds of dollars less than conventional systems. 





























4. IN A MODERN SLAB HOUSE... 

a plenum is placed underneath a downflow Carrier Winter 
Weathermaker. Then the same procedure is followed. A 
short duct through the wall connects the plenum with the 


cooling section located ‘ust outside. Quick, simple, easy! 





6. EITHER WAY YOU GO... 


the Carrier Thermo-Center enables your salesmen to talk 


to their prospec ts about the many vear-round benefits of 
Thev can have it now or 


home-wide air conditioning. 


add in the future—either wav at unbelievably low cost 





















Complete line of 
roof-drainage equipment 


The folks down the block are convert- 
ing to forced air. It’s a job you can do, 
using Milcor Standardized Fittings 


The people across the street need a 
gutter job—and you can do it fast and 
profitably with Milcor Rain-Carrying 
Equipment. 

Someone else needs louver ventila- 
tors. Another is adding summer air 
conditioning. Still others are building 
additions to their homes. 


It all adds up to this: Remodeling 


and repair work represents money that 


IERNIZATION! 


GET 
YOUR 
SHARE 
WITH 


Mico R 
PRODUCTS 


is going to be spent. You’ve got the 
skill. You’ve got the manpower. And — 
the complete Milcor line gives you all 
the materials you need. 

You can get your share of this profit- 
able remodeling market by developing 


a strong advertising campaign in your 


community. Your local printers, news- 
papers and radio stations can help you. 
Sit down with them and start planning 
your campaign. But — do it today! 


cr-ir 


Momber of the QP» Steet Family Min cok 


INLAND STEEL PRroeverTs COMPANY 


ore C, 4023 WEST BURNHAM STREET + MILWAUKEE 1 beatapeepen 
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WHAT'S HAPPENING ... including Washington Letter 





FHA Issues New 
Air Conditioning 
Bulletin: ME-13-A 


Federal 
Housing Administration has issued 
Mechanical Bulletin 
ME-13-A_ which supersedes Bulletin 
ME-13 dated August 12, 1957. The 
purpose of Bulletin ME-13-A is to 


recognize standards and practices be 


WasHINGTON, D. ¢ The 


I ngineering 


ing followed by ‘ndustry engineers 
ind installers 

Phat portion of Bulletir ME-13-A 
which differs with ME-13 as ipplied 
to central residential air 
ing systems primarily affects the fol 


lowing classified headings 
1. Heat Gain Carer 
Cc: Inside des on cor 
shall not be higher than 80 I 


dry bulb and 50 percent rela 


LATIONS, Item 


ditions 


tive humidity except in thos 
areas where design dry bulb 
temperatures exceed 100 F it 
which case a 20 F differential 
between outside and inside de 


sign temperatures may be used 


5. REFRIGERATION SYSTEM Item 
b: Dielectri: onnectors shall 
be used between ferrous and 
non-ferrous piping in the cool 
ing water circuit 


6. DISTRIBUTION SysTEM. Item 
l: Industry design standards 
will prevail n the selection and 
use of directional vanes for 


proper air distributior 


6. DisTRIBUTION SysTEM, Item g 
Deletion of requirement for a 
vapor barrier in crawl space of 
structures in which summer air 


conditioning is installed 


6. DisTRIBUTION SysTEM, Item h: 
Deletion of requirement ot x0) 
cfm of air per sq ft of throw 


away filter area 


Other changes in Bulletin ME-13- 
A relate to window air conditioners. 
Copies of ME-13-A can be obtained 
offices of the Federal 


Housing Administration. 


from local 
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SMACNA Convention Program 
Highlights Heating, Ventilation 


Eoin, ILL. Personal experiences 
of panelists will provide historical 
data for 


tered by sheet metal contractors and 


solving problems encoun- 
warm air heating and air condition 
ing dealer-contractors who ittend the 
Sheet Metal 


Contractors 


1958 convention of the 
ind Air Conditioning 
National Association. scheduled for 
May 8-10 at the Eden Roc Hotel, 
Miami Beach. President Nat N. Leas 
invites non-members to attend and 
participate in the discussion periods 
which will be part of ear h of the six 
forums scheduled. Subjects to be dis- 
Warm Air Heating and 
Industrial Ventila- 


tion: Sheet Metal and Roofing: Pro- 


cussed are: 
Air Conditioning: 
duction Fabricators; Commercial 
Ventilation and Ai 
and Labor Relations 

[The Warm Air Heating and Air 
Conditioning Forum will be opened 
“What 
SMACNA Offers Warm Air Dealer- 
Following 
port on the association’s Certified 
help dealer 
their sales. Mil 


waukee’s warm air advertising pro 


Conditioning: 


with a discussion of 


Contractors.” will be a re 
Program and how it cat 
contractors upgrade 
eram will be covered in detail, and 
there will be other sessions as well 
devoted to the selling and advertis- 
ing of warm air heating 

The Industrial Ventilation Forum 
“The 


Industria’ Ventilation” 


will cover Possibilities and 
Problems of 
in various applications such as auto- 
mobile and body plants, foundries. 
wood working and food processing 
plants, and grain elevators and 
driers 

The Architectural Sheet Metal and 
Built-up Roofing Forum will fea- 
ture a session on stainless steel cur- 
tain walls which will be illustrated 
with slides. 

The Production Fabricators Forum 
will open with a discussion of the 


Sheet Metal Workers 


(Association's program to 


International 


organize 





SMACNA's PRESIDENT, Nat N 
Leas, (left) and executive secre- 
tary, Joseph D. Wilder, review °58 
convention program 


fabricators. Speakers will also cover 
the subjects of “Negotiating a Pro- 
Acreement” and “A 
‘Union Label’ for Production Fabri- 
cators.” 

The Ventilating and Air 


tioning 


duction Shop 


Condi- 
Forum will feature discus- 
sions on “The New Manual of Duct 
Code for 


Conditioning,” 


Construction,” “Revised 
Ventilating and Air 
“| hi ago ’s Ne vw 


and “Plastics in 


Ventilating ode,” 
Fans, 


Tanks, ete.” High pressure systems 


Scrubbers, 


will also be discussed during this 
forum with subjects such as noise 
control, balancing air flow and esti- 
mating being covered. 

The Labor Relations Forum will 
deal with 


interunion agreements, 


joint labor committee activities. 


fringe benefits development, vaca- 


tion plans, and AFL-CIO lines of 
jurisdiction. 
have not 


Recreational activities 


been overlooked, and visitors will 

find a variety of entertainment avail- 

able. There will be a cruise through 

inland waterways, night club tours, 

a canasta tournament, card games, 

a fashion show and a water show. 
(More news on page 24) 
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OF LOSING SALES BECAUSE YOUR LINE DOESN’T HAVE THE RIC 
UNITS AT THE RIGHT PRICE? THEN READ THE RIGHT HAND PAG! 
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BUILD A BETTER BUSINESS WITH TYPHOON 

















~ +) - rt A - s Y mrice fareay vw 
n tne industry! A size, a modei, ad price ior every 

















ere’s today’s MOST ADVANCED DIFFUSER... AT A TRULY COMPETITIVE PRICE. 
Actually obsoletes all others in APPEARANCE... DESIGN... PERFORMANCE! 

Because it’s FULLY ADJUSTABLE... the new Titus MODEL P-125 diffuser provides 
the proper throw and spread for obtaining maximum diffusion efficiency in BOTH 
HEATING AND COOLING. It’s today’s first diffuser so advanced in design it can deliver 
THE NECESSARY AIR PATTERNS TO ASSURE MAXIMUM PERFORMANCE FROM 
MODERN AIR CONDITIONING SYSTEMS. 


Years ahead in looks, too! New distinctive, swept-line styling blends beautifully with 
any surroundings. Built rugged . . . for lasting comfort and satisfaction. A REAL MONEY 
SAVER... because it’s easier, quicker to install... eliminates call-backs. 


ALSO AVAILABLE IN NEW ECONOMY MODEL P-75 =! 


= —_—_ 


The same superb styling...the same basic GIVE YOU My, . — 
ADVANCED design as Titus Model P-125 except THE CON- : \ \ 
does not have dual adjustable feature. Handles cool TRACT AGAINST 
ALL KINDS OF PRICE CUT BIDDING BE- 
CAUSE THEY CAN HANDLE MORE AIR PER 
UNIT COST. They look better, are constructed 
better and absolutely outperform competition. 
THE NEW MODEL P-75 DIFFUSERS CAN WRITE FOR DETAILS. 





or warm air with equal efficiency. Keeps uniform 
temperatures throughout the room... eliminates 


low level stratification. 
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INDUSTRY'S FIRST 


ADJUSTABLE ADJUSTABLE 
FOR HEATING FOR COOLING 


perimeter diffuser 























FINGERTIP ADJUSTMENT for hecting 
or cooling. Simply push control to de- 





BULT-IN DAMPER ... handy, fingertip 
sired setting. volume contro! from side of diffuser. 
Domper adjusts from full open to full 
SWEPT-LINE STYLING. Lower, nor- Gosed wiht Gees. SelannG Gaps 
rower, more streamlined silhovette. To- 
day's most beovtiful diffuser. BIG FREE AREA ... greater thon ony 
other diffu 
ADJUSTABLE BASE for easier, cheaper Saaine spe for B SOee Uibicinee 
installation. Allows complete flexibility AND COOLING. 
of boot locotion. 





o 
FREE —_— TITUS MFG. CORP., warterioo, iowa 
CATALOG 


Rush me FREE CATALOG with complete details on the NEW TITUS 
“Adjustable-for-heating, Adjustable-for-cooling” PERIMETER DIFFUSERS. 


MAIL 


Send name of nearest jobber. 


COUPON — ‘ 
TODAY COMPANY 
ADDRESS 
| ea] CITY STATE 


ese 
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ASHAE Studies Reports on 


New Technical 


PITTSBURGH, Pa The 64th annual 


meeting of the American Society of 
Heating and Air-Conditioning Engi 
neers was held Jan. 27-29 at the 


Hotel, Pittsburgh 


members and guests at 


Penn-Sheraton 
Some 945 
tended the three dav meeting during 


which 17 


symposiums were presented 


technical papers and two 


Papers presented include 
> Sun Assistance for Air 
ype Heat Pumps. by C. P 
Jr. and R. | 


ress report ona 


Energy 
Davis. 
Lipper. This is a prog 
continuing study of 
ipplying a low cost flatplate solar 
collector to supplement the heat pro 
ducing capacity of the air-type heat 
pump. It was noted that further im 
provements in collector and storage 
eficiency are possible, but continued 
study is needed to determine if the 
cost for such supplemental equipment 
will be out of proportion to the op 


erational savings realized 


>» The ASHAE Air-Borne Dust Sut 
vey. by K. T. Whitby, A. B. Algren. 
R. ¢ Jordan. and J. ¢ Annis. A 
principal objective of the survey was 
to determine the airborne dust prop 
erties that have an effect on the per 


formance ot air cleaners 


> Improving Attic Space Insulating 
Values, by F. A. Joy 
on the 


This is a report 
results of tests over a wide 
range of ventilation rate in two 
ittics, one with a flat roof and _ the 
other with a gable roof, each having 
of fibrous insula 


reflec 


in the ceiling 2 in 
tion topped by tluminum foil 


live paper, or kraft paper 


> Chimney and Stack 
Gas-Fired Equipment, by R. I 


Desion for 
Stone 
This report presents design methods 
for stacks. chimneys. and gas vents 
which were arrived at from a study 
of the theoretical relationship vovern 
ng chimney and gas vent operation 
The study was directed at developing 


methods of tabulating important fae 


Developments 


tors affecting draft and capacity in 


terms familiar to the gas industry 


> Pressure Losses and Flow Chat 
teristics of Multipk Leaf Dampers, 
by | J Fellows 


This presentation details conclusions 


Brown and J R 


reached in a study covering the r 
sistance of multiple-leaf dampers to 
uir flow, the effect of damper resist 
ance on the control of air flow, and 
the effect of total system resistances 
on the flow-control characteristics of 


iny particular damper 


> Fan Noise Variation with Chang 
Madi 


This is a dis 


ing Fan Operation, by R. D 
son and J. B. Graham 
cussion of the fan as a source of 
noise and a description of changes 
in the fan sound power as a function 
of capacity, pressure, size and speed 
Several ixial 


studied 


i series ol 


tvpes of centrifugal. 
ind propeller fans were 
Variations are set forth in 


sound laws for fans 


school 
ventilating and air conditioning was 
moderated by W. G. Hol 
the subjects covered were 

>» An Educator's View of Need for 
(,o0d Classroom Environment——G. B 
Wadzeck. superintendent of schools. 


San Angelo. 


{ symposium on heating, 


Some ol 


Texas. discussed the 
part plaved by vear ‘round air con 
ditioning in 


helping to create a 


favorable classroom environment 


> Heating, Ventilating and Air Con- 
ditioning Design Practice for Schools 

Henry Wright. New York technical 
consultant. 


covered the proble ms. 


changing theorie s. and applications 


in planning for classroom cooling 


throughout the vear 


>» Economics of School Heating and 
Air Conditioning—-Z. A. Marsh. di 
rector ol Minne 


ipolis-Honevwell Regulator Co pre 


school activities, 


sented figures showine the relation 
ship of air conditioning to student 


efheiency. productivity and health 


U.S. Public Urged to 
‘Wake Up and Read’ 


New York Cry \ 


campaign to promote reading is be 


natlionwicae 


ing conducted by publishers in’ the 
book in 


coopel ition with librar 


newspaper, magazine and 
dustries in 
ans, business leaders and others. Ol 
jective of the better 
America. 
Identifving sym 


bol is the Ameri 


an eagle I 


program Is i 


read, better-informed 


eatul 
the slogal 

ike Lp und 

Read!” The eam 

paign stresses the benefits of read 


ing be informed. reading as 


leisure-time activity ind reading for 


career advancement 


January Housing Starts 
Top Last Year's Figure 


WASHINGTON. D. ¢ Nonfarn 


housing starts rose to 69.000 in Jar 


uary of this vear compared wit! 


63.000 in January a vear ag 


S E Trade Show 
Begins March 27 


ATLANTA, GA The 
Trade Exposition will be held here 
March 27-30 at the Atlanta Biltmore 
Hotel. Some 75-80 national and re 


fion il 


Southeas 


manufacturers and = distribu 
tors have 


for the 


reserved exhibition space 
display of more than 300 
produc ts. tools and equipment for the 
sheet metal, heating. air condition 
ing, insulation, remodeling and home 
improvement fields. Programs sched 
uled include sessions on Sheet Metal 
Heating and Air Conditioning: Safe 
tv: Labor Roofing 


Keynote speaker is Fred A. Hartley 


Jr... who will discuss “Trends in La 


Relations: and 


bor-Management Relations and How 
It Affects the Businessman’s and 
Housewile’s Pox ketbook.” 

(More news on page 30) 


iz 
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“Ou 


WE DOT THIS Ii 
WITH MORE 


UNITS 


67 heating models — 60,000 to 448,000 Btu. 
Every type of air cooled unit — 2 to 6'2 H.-P. 


. someplace in the extensive International of Utica line, 
there's the *‘just-right’’ unit for all your customers. 


From the sensational new “Twinshot™ gas conversion burner 
to our largest commercial heating or cooling unit, you're 
backed by selling features unequalled in other lines. . . heavy 
gauge steel heating elements, sturdy, rounded corner cabinets, 
factory-assembled units and knock-down units with Inter- 
national, you have them all. Write us for complete catalog 


INTERNATIONAL HEATER COMPANY, UTICA. N.Y. 


TERNATIONAL 


OF UTICA 


Stocks, repair parts and help NEAR you 


CONFIDENCE LO-BOYS, COUNTERFLOS. HORIZONTALS, HI-BOYS, CONVERSION BURNERS 
116 years of experience — since 1842 STORE UNITS, ADD-ON COOLERS, COMPRESSOR UNITS, PLENUM SYSTEMS 
UNITS = 


Widest choice in the industry 





PROMOTION HELP 


37 hard-hitting aids for YOU Ne 


HEATING - COOLING 
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America Fore Insurance 


Group Building 
230,000 sq ft 
Fully air conditioned 


Five fan systems plus per- 
imeter radiation 


Barber-Colman Electrionic 


Control Center, incorpora- 


ting complete freeze-up 
protection 


Uni-Flo ceiling and side-wall 
diffusers, high-velocity air 
valves, and return grilles 


Another Barber-Colman 
comfort combination 


Contact your nearby Barber- 
Colman Field Office 


See how the Barber-Colman 
comfort engineer offers 
better assistance and assures 
better results through com- 
bined automatic controls 
and air distribution 


Architects: 
Loebl, Schlossman & Bennett, Chicago 


Electrical and’ mechanical engineers: 
William Goodman and Associates, Chicago 
Air conditioning contractor: 

Narowetz Heating and Ventilating Company 





America Fore selects Barber-Coliman 
for comfort insurance 


More and more engineers, architects, and contractors 
throughout the country are realizing the advantages of an 
exclusive comfort system — a combination of Electrionic 
automatic controls and Uni-Flo engineered air distribution 
products from one source, Barber-Colman. The 
Barber-Colman comfort engineer will consult during 

the design, will assume responsibility for the selection 

and placement of equipment, and is available for 
supervision of installation and final balancing of the 
combination system. To engineers, architects, and 
contractors, that means a comprehensive analysis of 

a project’s automatic control and air distribution 
requirements and a clear definition of responsibility 
concerning these vitally related products, eliminating the 


delays resulting from conflicting obligations. 





A chart, developed and used by our engi- 
neers, indicates conditions of air move- 
ment and temperature in occupancy zone. 

ine shown for each average room tem- 
perature is limit of satis comfort 
conditions. Points above line Humen 
Comfort Standards. Copies available 
upon request. 
New fully illustrated bulletin detaiis 


temperature control and air distribution system combin: 
tions available through Barber-Colman. Ask for Bulletin FS 


BARBER-COLMAN COMPANY 


Dept. C, 1606 Rock Street, Rockford, Illinois 








New! Alcoa Aluminum 
butters and Downspouts J 


“_ 


a 
































A Riveted and Cold-Sealed Joint System that 
Installs Faster, Easier, at Competitive Cost 


extra-heavy aluminum « precision fitting » easy to work with 


Now you can offer your customers a high-quality 
riveted metal installation at no extra cost. Designed 
and made exclusively by Alcoa, this entirely new 
gutter and downspout system provides aluminum’s 
rust-free and corrosion-resistant advantages with a 
new, fast method of on-the-job riveted and sealed 
joints. The Alcoa system is rigid, watertight—stays 
new-looking longer, while providing dependable, End Cap 
year-in and year-out service. eater Coplelie-araes 


Extra Length, Extra-Heavy Gage, Precision-Formed Gutters 


[The strongest gutter on the market—full .032” thick! For Y }ja Eave Tube 
faster, neater installations, 16-foot lengths. Precision-formed Rectangular 

with tolerance held to 44,” for tight, leakproof fits and better Downspout “a —e) 

ppearance. The OG gutter is designed with a front “bead “ai 


wt a ae & 
ided rigidity and strength throughout. Back of the Clip 


itter is one-half inch higher than the front fo ro 
Sadie galas aaa iain FOR REMODELING 


OG Gutter 


Specially Designed Hanger System Permits Free-Floating Gutter NG 


Installation is simplified through the use of two entirely new Feecia Apron Bar Hanger 


types of hangers—roof pe apron hanger for new construc- 
tion, fascia-type apron hanger for remodeling work. Both FOR NEW CONSTRUCTION 
allow gutters to contract and pand with seasonal tempera- 7 
ture changes. Thus, the n r cause of leaks is eliminated 
by this “free-floating 


Simplified Fittings One-Third Fewer Pieces Needed Ret Agen =—_- Sup Wenger 
Gone are the old-style er nd downspout sections, slip POPULAR STYLES AND FINISHES 


joint connectors, gutter spike nd t soldering. Alcoa end Standard 5° Size Only 
caps and miter joint vers give a neater job, fit snugly 

I he downspout a Dp tube 1 I laced where desired after the 

gutter is hung n coa system goes up much faster and 

simpler because fewer fittings are commonly required 


Newly Developed Riveting and er Method 


Installation is further speeded uy it is new procedure. For 


example, gutters are joined and sealed simply by overlapping two 
inches, applying the Alcoa rutt il and riveting with the 
Alcoa “pop” riveter. Alco 

exhaustive testing and 


This is an exclusive 1 


ALCOA 





Ask your distributor or weal metals oe house for new Alcoa Aluminum Gutters and ALUAMINUAA 
Downspouts. Send for deta information 


For more complete information about the new Alcoa Rain Carrying System, includ- 
ing installation data, mail coupon 


Aluminum Company of America, 1957 Alcoa Building, Pittsburgh 19, Pa 
Name 
Firm 


Address 


“ALCOA THEATRE’ - Excit 
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Progress in Solving Dealer- 
Contractor Problems 


PRESS 
Comfort 
Ross 


CONFERENCE 


Committee. 


reviews 


Mahoney, Nick Carter, 


CHICAGO At a 
the 


Sheet 


recent press con 
“om- 
Condi 

A cco- 


and 


Comfort 
and Air 
National 


programs 


Indoor 
Metal 
Contractors’ 
the 


ference,. 
mittee, 
tioning 
ciation, reviewed 
being conducted ex 


the 


services now 
for 


conditioning 


clusively warm air heating- 


air dealer-contracto1 
and outlined plans for expanding its 
assistance 


facilities to provide more 


to that portion of its membership 


both 


specializes in heating and air condi- 


union and _ non-union—that 


tioning work. 
Walter Marth, 
mittee chairman. by 
Joseph D. Wilder, SMACNA execu 
Jack Demling, assist 


Robert S. Schmieder. 


Milwaukee. 


issisted 


com 


was 


tive secretary: 
ant secretary; 
Milwaukee 


and 


chaptet representative 


committee chairman: 
of the 


the 


assistant 
trade 
Mr 


Marth, in describing the program al 


and members three 


magazines serving industry 
ready underway. pointed to the prog 
ress made during the past year with 
these programs: 

CERTIFIED HEATING PROGRAMS 
have been started in Kansas City. 


Nashville, Boston Paul. 
with a cities 


and St. 
of 


number other 


new 


(From left, around the table) Walter 
( lyde 
Jack Demling and Robert S. Schmieder 


M 


Outlined 


plans of SMACNA's Indoor 
Marth, 


Barnes, Joseph D. Wilder, 


planning to begin similar programs 


in the near future. 


INDOOR COMFORT 


has 


cooperative ad- 
I 


COMMITTEE 
adopt d a model 


vertising program to be used at 


the local level to inform the public 


on how to purchase a heating sys 


tem. 


MUNICIPAL WARM AIR CODE has 
been revised to include suggestions 
by the National 
Heating and Air Con 


Association, American 


recommended 
Warm Air 
ditioning 
Gas Association, Oil-Heat Institute, 
Stoker Manufacturers’ 
Federal 
National 


tion, 


Association, 
Administration, 
Associa- 
depart- 


Housing 


I ire Prote¢ tion 


city building code 


ments and city attorneys. 


LICENSING, BONDING AND REGISTRA 


TION requirements for warm air 


dealer-contractors have been made 
available to 


municipal building 


departments enforcing code com- 


pliance. These requirements have 


law s. 


to meet 


lo« al 


been modified 


laws and most Along 


with these controls, SMACNA of- 


fers information for the warm air 


inspector ; permits and fees; ex- 


state 


] 
amination questions and supple 


mental data. 
be n 
Uni 


installa 


rests have 
Michigan Stat 
the 


Duet 
conducted at 


CLEARANCE 


versity proving that 
tion of plenums and supply ducts 
within 1 in. of 
Pro 


requireme nts 


either against or 
joists can meet National Fire 
tection Assox iation 


These 


ct pted by 


clearances have 
many ct 
partments due to a campa 


ducted by S\I At NA to m ike 
findings know! 


een handled 
ind local 
chapters by representation both ir 
the national office in Elgin and 
Washington. D. ¢ 


Programs now beings 


LABOR MATTERS have | 


for individual members 


prepared for 


members interested primarily 


clude local 

Ameri in 
Rating Heat 
ints of which 


prospect why 


warm air heating 
based 
Artisan’s Standards for 
the 12 po 


used to show a 


ng aids iround 
ing Svstems 
can be 
higher 
designed for 
Another 


will aid dealer-contra 


prices are quoted for systems 


maximun 


program  beir 

tors in 
ing more school heating jobs 
is other commercial ipplicatior 


warm heating 


keeping 


nee;rs, 


air equipment by 


architects. 


consulting e! 


general contractors and othe 


interested groups informed about the 
availability of heating 


warm air 


equipment designed for this type 
work and providing them with 
histories of installations 


The 


belie ves 


existing 


Indoor Comfort Committee 


that any group of dealer 


contractors can best protect them 


selves against unfair practices, cai 


best upgrade industry segments, can 


best improve their financial and 


profit status by joining together it 


a local association, and the commit 
tee not only stands ready to help any 
group of dealer-contractors organize 
a local association but offers to make 
the facilities of the national office 
those local associations 


formed that want to get 


available to 


already pro 


grams of this nature started. 
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Ne. 405 BASEBOARD DIFFUSAIRE. Hos 

floer opening, damper odjustment for 

balancing ot the outlet. Air pattern will 

blenket average woll. No Neo. 411 FLOOR DIFFUSAIRE. Has opposed 

stackhead required louvers (potented) which maintain perfect 
cir pottern regardiess of volume . . . 
positive balancing adjustment 


No. 462 BASEBOARD DIFFUSAIRE : _— 2A 

Gives constont oir pattern regordiess of ma / 

volume. installed individually a ——— ZZ a a 

or in multiples of 2° (Ne. 462) EERE a= _ 

4’ (No. 464) Flexo-fiaenge mokes it ZZ: 2 

easier to instoll. Bolanced at face SSE” 
3 - Ne. 472 INTAKE. Meotches No. 462 

DIFFUSAIRE. Actual! free creo: 
4) sqvore inches. 2° and 4° units for 
installations of any length 





on 








Ee PERIMETER DIFFUSAIRES* 
































® THEY ELIMINATE THE NECESSITY OF CUT- 
TING INTO WALLS. 


























THEY REDUCE, TO A MINIMUM, THE TIME 
AND LABOR COST OF MAKING CONVER- 
SION INSTALLATIONS. 


THEY PROVIDE THE VERY FINEST DRAFT- 
FREE CONDITIONING IT'S POSSIBLE TO 
OBTAIN . . . MODERN TO THE MINUTE. 


THE H&C LINE OFFERS A CHOICE OF DIFFU- 
SAIRE TYPES BROAD ENOUGH TO SATISFY 
THE MOST DISCRIMINATING AS WELL AS 
THE MOST COST CONSCIOUS. 


H&C ENGINEERING DATA, AS GIVEN IN 
OUR CURRENT CATALOG ‘‘B"’ IS ABSO- 
LUTELY RELIABLE. ASK YOUR JOBBER FOR 


a A COPY IF YOU DO NOT HAVE ONE. 


HART &€ COOLEY MANUFACTURING CO. 


$00 EAST EIGHTH ST . HOLLAND, MICHIGAN 
IN CANADA: HART & COOLEY MANUFACTURING CO., FORT ERIE, ONTARIO 
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FROM MONUMENTAL BUILDINGS TO PRIVATE HOMES Republic Continu- 


ous Galvanized Sheets provide the rigidity and corrosion resistance required 
for quiet, economical 


duct work. Its tight, galvanized coating will not crack flake, or peel under 
any operation permitted by the base metal. Send coupon for full informo- 


trouble-free air conditioning and warm-air heating tion on Republic Sheet Products 


FOR TOP-QUALITY FOOD PREPARATION 
CENTERS like the kitchen of the American 
Hardware Mutual Insurance Company, 
Minneapolis, Minnesota, shown here 
Republic ENDURO Stainless Steel is used 
to produce easy-to-clean equipment. In 
addition, ENDURO is impact, abrasion, and 
heat resistant—requires little or no main- 





tenance to preserve handsome appearance 
ndefinitely. There is no applied surface to 
crack, chip, or wear away. Dense, lustrous 
finish provides no foothold for unsanitary 
accumulations. Send coupon for literature 





DESERVE REPUBLIC QUALITY SHEETS 


Top quality in any sheet metal fabricating job requires two basic 


elements. The first is skilled design and workmanship. The second 
is quality material. Both should be matched to the degree of 
durability and economy called for by service conditions. 

This is why it pays to back your fabricating craftsmanship with 
top quality Republic Sheet Products. Whatever the operating 
requirements, there is a Republic Sheet available to provide maxi- 
mum service economy. For example: 

REPUBLIC CONTINUOUS GALVANIZED sheets offer good corrosion 
protection at low initial cost. Zinc coating withstands any forming 
operation without damage. 

REPUBLIC ELECTRO PAINTLOK" sheets provide an excellent sur- 
face for paint. Chemically treated zinc coating withstands severe 
fabrication—limits corrosion to point of damage if applied finish 
is scratched through. 

REPUBLIC ENDURO“ STAINLESS STEEL sheets are the answer to 
many applications requiring lifetime beauty, high corrosion resis- 
tance, and minimum maintenance. In addition, they provide high 
strength at no increase in weight...plus excellent heat, abrasion, 
and impact resistance. 

For full information on Republic's complete line of sheet prod- 
ucts, contact your local steel warehouse— your steel service center 


or send coupon 





SKILLED CRAFTSMEN SAVE TIME with 

Republic “House-Long” Gutters for roof drain- 

age jobs. Available in galvanized steel up to 

32 feet long, these new Style “K” Gutters ore 

the straightest on the market. Extra length 

does away with up to 50% of the measuring 

cutting, ond soldering ordinarily required 

QUALITY HOMES DESERVE QUALITY PROTECTION of Republi Ternes for roofing flashing Moreover, chsence of extra seoms improves 
ridge rolls, gutters, and wnspouts. The tight, lead coc on Terne Plate remains cppearance and eliminates potential points 


orrosion protectioc 


of failure in completed installation. For facts, 
sts. Mail coupon for sp mail coupon 


REPUBLIC® 
STEEL 


Wolds Widest Range 
Standard Steels andl 
Stel Produc 


| 
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| 
| 
| 
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| 
| 
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REPUBLIC STEEL CORPORATION 
DEPT. AA-5256 
1441 REPUBLIC BUILDING + CLEVELAND 1, OHIO 


Please send me more information on 
Continuous Galvanized (— ENDURO Stainless Steel 


Electro Paintlok House-Long Gutters Roofing Ternes 


Name 
Company—_ 


Address— 
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HOW TO BUY THE RIGHT 
PERIMETER DIFFUSER 


Diffuser Selection is Vital for Efficient 


Operation of True Perimeter 





Heating and Cooling Systems 


Failure to select a perimeter diffuser de 
signed for the job results in over-all sys- 
tem efficiency loss and uneven heat. Too 
often an otherwise well-planned system 
fails because the diffusers are not spe 
cifically designed and engineered to meet 
the objectives of true perimeter heating 
and cooling. 


How a Perimeter Diffuser Works 


Perimeter heating and cooling is based 
on the principle of controlling room 
temperature by heating or cooling from 
the outside walls. Diffusers should be so 
designed and installed as to lay a blanket 
of air across entire exposed wall areas 
in an upward-sweeping, fan-shaped pat 
tern. For most effective results, this air 
pattern should parallel the wall without 
subjecting it to direct air blasts (see il 


lustration below) 





Laboratory smoke test shows true perim 
efter air pattern sweeping upward along 


wall areas. Shown here is the “Perfus 


aire” perimeter diffuser manufactured 


by the Auer Register Company 


Drafts Eliminated 


Properly installed with the correct job- 
designed perimeter diffuser, a true perim- 
eter system will eliminate drafts at the 
source. For example, drafts are usually 
caused by cold air moving down the 
walls. A true perimeter diffuser meets 
and stops these drafts by throwing a 
large pattern of heated air up the wall 
to intermingle with and kill the cold air 


Floor drafts, too, are automatically elimi- 


nated because perimeter diffusers located 
on the outside walls stop drafts at doors 


and windows 





“Perfusaire 


perimeter diffuser located 
under window area stops wall and floor 
drafts at their source. The Auer “Per 
fusaire” is only 18 inches long, vet has 
the capacity of 4 to 8 foot units. This 
neat, compact unit blends perfectly into 


any decor, modern or traditional 


Economy with Efficiency 


The well designed and engineered perim 
eter diffuser is able to provide maxi 
mum air delivery with a minimum of 
resistance or pressure loss. In other 
words, a large free area in comparison to 
its overall length, with vanes set for 
the proper distribution of this air in a 
true perimeter pattern. Low resistance 
also means a lower electrical cost while 
reducing the blower load by utilizing the 


full capacity of the blower unit 


ANAM ETA 7 722 
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“Perfusaire” diffuser vanes are scientifi- 
cally deflected in the proper directions to 
produce a true perimeter air pattern 
without causing air resistance that de- 


creases system efficiency. 


Combination Heating-Cooling Diffusers 


Business-wise heating and sheet metal 
contractors should look ahead to the day 
when cooling is to be added to a present 
heating installation. For the 
benefit a true perimeter diffuser, such as 
the Auer “Perfusaire”, should be speci- 
fied because it can be used for efficient 


owner's 


heating and later for cooling or combi 
nation heating-cooling systems without 
replacing the diffuser 


Location of outlets and air returns are 
equally important in producing an even 
floor to ceiling temperature, therefore, 
positioning of return air grilles should 
also take into consideration future im 


provements or additions 


“Perfusaire"’ Has Exclusive Design 





Only the Auer “Perfusaire 


engineered accuracy and system depend 


provides the 


ability required for true perimeter heat 
ing, cooling and combination heating 
cooling installations. Diffuser vanes are 
scientifically directed in the proper di 
rections to produce the ideal, fan-shaped 


perimeter pattern previously described 


Easy to Install 


Heating and sheet metal contractors 
everywhere are discovering that “Perfus- 
aire” cuts installation costs up to 50% 

increases profits. It installs quickly 
and easily without cutting or fitting in 
new or old construction, in or against 
the baseboard or plaster. It hugs the wall 
and floor surface eliminating unsightly 
gaps and the need for filler strips. Per- 
fusaire’s pre-cut duct-opening measures 
244 x 12 convenient knock-outs en 


large the opening to 2!4 x 14”. For the 


convenience of the installer each unit is 
shipped complete with built in damper 
ready for fast, simplified installation. For 
complete details and specifications on 
Perfusaire and other units in Auer’s com- 
plete line of “Perimeter” diffusers, for 
baseboard, wall, ceiling or floor use, 
write to: 


THE AUER REGISTER CO. 


6602 Clement Avenue 
Cleveland 5, Ohio 
So - 
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the quality tells...the quality sells 
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Fits in as little as 4’. square feet! 
Features Multi-Thermex Gas Heating Heart 


F Vale Melek. 2 _lmitl mr liaetelel| leMatelelilale m 
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Advanced Janitrol engineering—new automated 
production methods—volume building sales leader- 
ship—all add up to more profits on every sale. This 
new Janitrol pricing plan lets you move in on com- 
petition with top-quality Janitrol products at 


iy ' 
really competitive prices 


As a Janitrol dealer qualified under this new plan, 
you'll keep your working capital working, instead 
of “freezing” it in inventory. You'll have the 
inventory you need for prompt deliveries, better 
service, year ‘round 


Makes Jan 

to the six 

but have th 
oO down 


Finance 


reputation for quality...and 
starring WIN-SUM-MATIC! 


It's no longer news that today’s booming market 
for air conditioning offers fat profit opportunities 
The question is: t 


Ata profit! 


dow can you get your share? 


Here, in one tidy “package’’, is your answer 
the Janitrol Win-Sum-Matic, combining 


powerful waterless cooling and thrifty gas heating 
j 


Available in upflow and downflow models for 
easy installation in any home—loaded with fea 
tures no other unit has. For example 

Wrapped up in usive “PRIDE 


Its Exc 
YARD” air cooled cx mpressor unit are new A compiet nerchand clr 
ompact Win-Sum-Matic fits engineering advancements to insure powert nat r share of tt ( 
n little as 4'/2 sq. ft. of floor economical cooling with outside air 
space. Uses single duct sys PLUS—-salesmaking beauty that shames 
tem to heot ond cool, is ’ 


pe 


“dog house” models! Fagot 
easily linked to exist Ou Ju \ ad ) i ( ppe 
ng worm air ductwork A unique Dy-pass eliminates heat ex- 
Handsome cabinet includes changer resistance on cooling cycle. gives correc 


evaporator coil housing air flow for neating and coo ing without seasona 
. adjustments 
set meron ~ sae : een “4 — ee — a 
compressor-condenser is sales potential. Even though you install Win- 
low, sleek, becautiful—sofe Sum- Matic 


for heating only, you protect your Today. Janitro 
for children and pets. Exclu ° 


recognizes a New cra 

cooling profit! When your customer decides on dealer relations. The days of “playing 

cooling, Add-On components are easily added no more. There's a need for conti 
cooperation between both parties—an “open door 


of ideas. The Janitrol Select Dealer 


sive top-mounted fan boasts 
efficiency, throws exhaust 
air upward, protects nearby There’s more, much more, to set you up for 
growing things big sales and profits. So take a minute now to 
TCL check the rest of Janitrol’s great new 7-point you extra benefits besides. Business development 

F” Guaremeed by = dealer profit plan. Then take action—get your counsel, training schools, prizes, vacations, to 


Good Housekeeping GOLDEN KEY TO PROFITS with Janitrol! mention a few. Right now’s the time to qualify! 


for exchange 


Program makes these things possible, and gives 


we 
45 apvransto 


JANITROL HEATING AND AIR CONDITIONING DIVISION get your TO PROFI 
Surface Combuetion Corporation, Columbus 16, Ohio with Jan IiTROL 


Please show me how Janitrol’s 7-point program for 


SALES can give me the GOLDEN KEY TO PROFITS. Ask your JANITROL representative fer 


NAME the facts or RUSH THE COUPON TO US! 
COMPANY i lemee):jGle7- Gale). i 


ADDRESS Complete line of gas and oil furnaces, unit 
heaters, conversion burners, water cooled and air 
cooled summer conditioners, combination heating- 


Fill in and MAIL TODAY! cooling conditioners. 


CITY ZONE 





PF-2002 Filter 
PF-200 Element 


Reduce 
your 
inventory 
problems... 


THESE 4 PUROLATOR REFILLS 
SERVICE 98% OF ALL 
OIL BURNER FILTER INSTALLATIONS 


With the addition of three new sizes, the 
famous PurOlator line of Micronic® filter 
refills (including gaskets) will now fit 98% 


oe 

4 

i : ’ 
. 

a, 

1 

ae, 

: 
| 
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of all oil burner installations. 


In addition to supplying most requests from 
a minimum stock of four sizes, you can give 
your customers the five outstanding benefits 
of PurOlator Micronic filtration—no matter 


what filter is installed on their job. 


1. Water and acid resistant element 


- . Uniform density filtering to .0005”. 


. No channeling or “‘soft’’ spots 


. Will not shrink, distort, stretch, flake 
or deteriorate. 

. A guaranteed filtering capacity of over 
100 gallons per hour U.L. approved 


PUROLATOR REFILL FEATURES 


p~ ~>MAIL COUPON FOR FREE CROSS-REFERENCE CHART-— 


efills which nay be used, int “ese oh " Dept. OB5-730 Purolator Products Co., Inc. 
jing filter units. Rahway, New Jersey 


Filtration For Every Known Fluid Please send me copies of your Oi! Burner Filter 


Element Cross-Reference Chart 


PURQLATOR $~- 


PRODUCTS, INC. 


Rahway, New Jersey and Toronto, Ontario, Canada 





STAINLESS 
SHEET 








BRIGHTER THAN EVER!—MicroRold stainless 
steel Type 430 in the NEW Bright Finish is now 
immediately available in sheets up to 48” wide 
oftering new usefulness and economy in stainless 

fabrication. Produced with the same mic ro-accuracy 
of gauge for which MicroRold 36” is well known, 
Type 430 Bright up to 48” wide gives greater 

latitude in applications for quality stainless steel. 


i roRol 1 St 


re now produced up t Washington Steel 


details sent on request 


Corporation 


WOODLAND AVENUE WASHINGTON, PA 











STEPS AHEAD AGAIN. 


New Facilities — Increased Production. 
Let’‘s Go For 1958. 





No. 1000 U.S. BASE DIFFUSER HAS PROVEN 
ITS SUPREME POSITION WITH 
PERIMETER SYSTEMS 


Patented U.S. No :* 4 e * The Set-Lock is an origi- 
Oe: oe nal — Not a Copy. The Slide-Plate 
Bottom is an Original that Saves Cutting and 

installation Time. No. 1000 DIFFUSERS are made in 

Two and Four Foot Sizes with which any desired lengths may 


be assembled. 


ANOTHER U.S. “ORIGINAL DESIGN” THAT SETS A NEW PACE FOR PER- 
IMETER DIFFUSERS. THE NO. 105 U.S. SIDEWALL and NO. 106 U.S. BASE DIFFUSERS 


~4 
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No. 105 U.S. DIFFUSER SIDEWALL REGISTER 
U.S. Potent Number 176.926 











The Finest of all Single Valves at prune caauaeanbboeusvnepee napunyoese 
Lowest Possible Costs. 


q:: 153 A. C. REGISTER 7 





Best of Multi-Valve Registers at 
| Lowest Competitive Prices. 


1 7 : 
NO. 256 A. C. REGISTER 4 iaLtesstabisbbsbepeppbbbp pel 
LLLLL A, GRRRRD ORT PDERONERI IRN ETTNS 


abi nail 





of Bars Diffuses From 
Straight to 45° Right 
and Left 


GRADUATED SETTING 
1 4 


REGISTER 





NO. 410U.S. pf Brea 
DIFFUSER oon p | “y || oa | 





Send For Catalog 


UNITED STATES REGISTER COMPANY 


BATTLE CREEK, MICHIGAN 
MINNEAPOLIS ° KANSAS city ° ALBANY 





outsell all other ADJUSTABLE WRENCHES 


CRESCENT 


rol -1 3-300) non 
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CRESCENT AND CRESTOLOY 


CRESTOLOY Wrenches are forged from a 
special alloy steel permitting thinner, trimmer 
design with greater strength and less weight than 
conventional types. They are available in Single 
End patterns, 4” to 24” size. Double-end in four 
models combining 4-6; 6-8; 8-10; 10-12 inch 
sizes. The 15”, 18” and 24” sizes, available in 
Single End pattern only, are distinguished by 
their tapered handles. There is no stronger or 


finer Adjustable Wrench than CRESTOLOY. 


CRESCENT Wrenches are forged from 
selected carbon steel and specially heat-treated 
to increase their toughness and durability. Due 
to their lesser cost and relatively great strength, 
they are widely used in industrial and service 
operations where thinness is not essential. Avail- 
able in Single End Patterns, 4" to 18". 

Both CRESCENT and CRESTOLOY 
Wrenches represent the best in design and work. 
manship, and carry the same guarantee. 


CRESCENT and CRESTOLOY 


CRESCENT TOOLS — 
A 4 ota Stew = 


TOOLS are sold by hardware 


iin dealers and industrial distribu- 


tors everywhere 


Look for the 


bright yellow Crescent Display 


panels and select from one of 


the world’s greatest assortments 


of quality hand tools 





CRESCENT TOOLS — 
Cive Wings lo Work a 


Crescent is our trade ma egistered the United Srotes 


CRESCENT TOOL 


and abrood, for wrenches and oth 


COMPANY, 


JAMES TOW 


N, NEW YOR K 
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MORE HOME 
RUSH ~=Get yourshare 


and More 


NEW LOWER PRICES 
FOR THE MOST WANTED SIZES 


Every indication points to a healthy increase, this year, in 
both new home building and remodelling! 


But vour builder, architect and homeowner customers 


are asking for better installations at no increase in price 


Meet this demand in a way that will increase your share 

of the business, profitably. Meet it with the excellence of 

heavily constructed Luxaire Furnaces and Air Conditioners! Factory Assembled and Wired 
The sensationa iccess of the new Luxaire Assembled Gas and Oil Furnaces 


and Wired Furnace uupled with production economies 


Winter Air Conditioners and Counterflow Units 
\ Complete Line! Gas — 75,000, 100,000 
125,000, 150,000 Btu input — 16 Gauge Heat 
price of those Luxaire Units which your customers buy most! ing Elements! Oil — 74,800 and 112,000 Btu 
: , output — 16 and 14 Gauge Heating Ele 
Take advantage of this opportunity to increase your busi- ments, respectively! 21 Gauge Cabinets! 


from new tooling, has permitted substantial reductions in the 


d . Ready for operation when connected to fuel 
ness, and your profits. See your Luxaire jobber, today line. ducts. electricity and thermostat! 


MOST COMPETITIVE Line otf EVERYTHING ~y 


. i Y 
-_ 4m 
"2 ’ / ental 
‘i ; Air Cooled 
\ . Add-On Summer 
. co : Air Conditioning 
= - 


Combination Units. 2 
Basemen! sterflo pos oeaeg ‘aa Water Cooled vent 
ato ° uv a Air Condi- a e mpr .- 
y ater Units onc 4 Oil Burning Gas Duct Gas Unit Gas tioning Units Add-On a 
Panta ~ 4 Jrility In ¢ Sizes Furnaces Heoters Conversion 2 30r5HP Summer Air keene 
~ ry 2a Burn Dr rn th 4 Gas Burning 4 Sizes 5 Sizes Burners Air or Water Conditioning available with 
Gunante > Gas or Sizes Cooled. Burn Units. 3 and Duct or 


either Gas 5 Tons Plenum Type 
or Oil Cooling Coils. 


THE C. A. OLSEN MANUFACTURING COMPANY. .« e:vria, onto 
* 


HEATING & AIR CONDITIONING UNITS 





PLUMBING, HEATING CONTRACTORS! 
There's a lot of useless back-breaking dig- 
ging involved in uncovering new con- 
struction business ... unless you have 
someone breaking ground for you... 


~ 


We help do your spadework 
for finding business 


Trying to uncover new construction business by looking everywhere is the costly way 
to get the jobs you want. The best, most economical method is to let Dodge Reports 
pin-point exactly the kind of construction activity you're looking for right in the 
area you serve. If you'd like to see how this timely, accurate daily report service 
can get you more and better business, just read, then mail this coupon today. 


TO: DODGE REPORTS, DEPT.162 119 WEST 40th STREET, NEW YORK 18, N. Y. 

Yes! I'd like to see how to get more business by knowing in advance who’s going to 
build, what, when, where. 

I want to know whom to contact and when to submit bids. 

I'd like to see some Dodge Reports, and I'd like a copy of your booklet that tells 
how to use this accurate, daily, up-to-the-minute construction news service. 


I understand that I can pick just the area in the 37 Eastern States and the type of 
construction activity that interests me. Also, that I won’t have to wade through mounds 
of data to find the information I need. 


I'm interested in General Building (_] House Construction [7] Engineering (Heavy Construction) [_] 


in the Following Area: - 








ADDRESS___ 
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Dodge Reports 


1s cements For Timed Selling to the Construction Industry 
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) questions your warm air 
remodeling prospects might raise 


(CRANE 
2 


innyland gives you the easy answers!) 


1 “With a new Crane Sunnyland, can I use 2 
any type of fuel?’’ You certainly can. There are of 
Sunnyland Winter Air Conditioners for every 
fuel—all gases, fuel oil, and coal. (They 


" 
ess, too 


“Can we squeeze a furnace in this corner 
the basement?’’ No squeezing necessary! 
Sunnyland Upfiow, Counterflow, and Basement 
use models are compact, take up little floor space. 

They provide plenty of warm air for every room. 





) 
a Ith 


ao 


oe 
——— 
—— 


3 “I’ve heard about the new horizontal fur- 4 
naces. Could you install one here?” 
Sunnyland Horizontal models are 


“We can’t quite swing air conditioning 
Sure. now. Can we add it later?’ No problem. Simply 
designed for add a Sunnyland cooling coil or a Crane Stow- 
crawl spaces and attics. Or they can be suspended away Summer Air Conditioner. No new ducts 
from your basement or utility room ceiling or registers needed, no expensive remodeling. 





Why not find out the 
many other ways Crane 
helps you sell the big re- 
modeling market? Get in 


touch with your Crane 
5 see you sell Crane Sunnyland. Is that Branch or your Crane 
the Crane that’s so well known for quality : : iil 
plumbing?”’ The very same.The company that Wholesaler now. 
has meant dependability to so many people 
for over 100 years 


QUALITY 
HEATING 
AND COOLING 


CRANE CO. 8365S. Michigan Ave., Chicago 5+ VALVES « FITTINGS - PIPE - PLUMBING « KITCHENS « HEATING + AIR CONDITIONING 
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WHY BE A 


GUINEA PIG © 


2 when you can be SURE 
with performance-proved 


PEERLESS 


\) }} HEATING AND 
J 2 \R CONDITIONING 


th 





a 
' 4 


— = 
of User Satisfaction—because Peerless builds efficient, long-lasting home comfort equip- 
ment with know-how gained from over 50 years of experience . . . because every new or 
improved Peerless design is proved and approved by “in-the-home” installations. 


of Builder Satisfaction—because prospective home buyers know Peerless is a name to 


depend on... because low operating costs and a minimum of service requirements keep 
home owners happy. 


of Financer Satisfaction—because agencies which finance Peerless equipped new homes, 
and Peerless improvements in existing homes, have learned that the buyer always gets 
his money’s worth. 


of Your Own Satisfaction—because your installed cost is low with factory-assembled 
units designed for fast, time-saving installations ... because the cost of your one-year 
service liability is almost nil with Peerless quality and easy-to-service design . . . because 
you end up with a greater NET profit—proved by a host of happy, prosperous Peerless dealers. 





PER 2 A 


THE PEERLESS CORPORATION 
1853 Ludlow Ave., Indianapolis 7, Indiana 
No, | don’t want to be a guinea pig. So please send me full information 


on the Peerless complete line of performance-proved heating and air 
conditioning equipment 


oe PEERLESS 


CORPORATION 


FIRM NAME___ westiiaeient 

STREET . _== . _ AIR CONDITIONERS 
FURNACE FITTINGS 

=), = - a OS 


INDIANAPOLIS 7, INDIANA 
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ast! Easy to handle! 
ut to a hairline! 


SERIES G 
(With Gap) 


Put new profits into | 

that cut through sh 

bining rigidity, « 

Foot Squaring Shears 

unrivaled ease, ac 
Using the conv 

and side gages, OI 

work on the stur 

piece steel holdd 


the cutting line 


You'll like the smo 
balanced, powerful, efh 
accurately guided | 
Sturdy, stable |} 


arts, accuracy 


I 
bolting to floor 
their keen cutting ed 


k-setting, 


i steel bed 










SERIES F 
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FOOT SQUARING SHEARS 


with modern foot shears 
as a whistle! Com- 
light weight, Niagara 
cutting jobs with 
calibrated back 
’s a cinch to line up 
A rugged, one 
‘tal firmly, yet leaves 


1 of the treadle. It’s well- 
rid steel crosshead is 
non-metallic ways 
ignment of working 
eliminate need for 
Niagara knives maintain 
maximum service. 


al 
} 
| 
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Find out how Niagara Foot 
Squaring Shears can turn out 
better work at greater profits to 
you. Niagara offers you a com- 
plete line — Series F (22” - 120”, 
18 & 16 ga.) and Series G with 
18° Gap (36°-72", 16 ga.) — 
to meet light sheet metal require- 
ments with ease ...as well as the 
largest range of power shears in 
the industry. Write for new, 
illustrated Bulletin 80-FC today. 


NIAGARA MACHINE & TOOL WORKS « BUFFALO 11 


DISTRICT OFFICES 


N.Y. 


CONVENIENT GAGES FOR EASY, ACCURATE ADJUSTING 


k-setting and 


calibrated Dack 


Ball bearing 


dock goge on 


self-meosu 


ng poroliel 
r mocels 


Adjustable, calibrated 
side gages 








Laboratory tests prove the Van-Packer Factory-Built Masonry Chimney 
reaches maximum draft faster than metal flues and shows less cooling 
after burner shut-off (more potential draft for next furnace cycle). This 
higher draft means peak operating efficiency for your furnace installation 

. cuts needless furnace service call-backs, too. Profit on the entire 
heating system by installing the furnace and Van-Packer Chimney. See 
your nearest Van-Packer jobber listed under “Chimneys-Prefabricated”’ 
in the Yellow Pages, or write Van-Packer for Bulletin RS-1-11. 


5/@-inch fire clay 

tile iemer jining 

3 inch vermiculite 
es 


Asbestos cement 
outer jacket 





Masonry construction makes Adjustable flashing Van-Packer Chimney comes com- 
Van-Packer safe even for incin and acidproof joint pletely packaged in sturdy, easy 
erators. Withstands 2100° F cement are provided to handle corrugated cartons 


PPP te 


, . Van-Packer Company © Division of The Flintkote Company 
QYan-Packerzs"" Chimney 


P. 0. Box No. 306, Bettendor!, iowa * Phone: East Moline, Ill. 3-5288 





Packaged masonry chimney assures high draft 


Snap-on 
housing cap 


Brick-design 
panel housing 


Aluminum flashing 


Wasonry flue 
sections 





Snap-lock 
drawbands i 


} 
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20 TIMES 
CLEANER 
AIR 
COMES 
out 
HERE 





Here is a product that brings me 


FULL PROFITS aswellas EXTRA SALES 


Are you tired of swapping dollars? 
Believe me, the Electro-Klean Electronic Home Air 
Filter opens up a new field of profit for heating and air- 
conditioning dealers. With a Retail Price as low as $189, 
now every home becomes a prospect for amazing elec- 
tronic filtration. And because Electro-Klean is so new 
so newsmaking in that “homes now house-clean 
themselves” you do not have to cut prices one cent! 
You enjoy a full profit on every Electro-Klean unit! 








Get the 
FULL PROFIT nase 
story FIRM 





ADDRESS 


Now consider those extra sales, too. Suppose a cus- 
tomer comes in to buy a central air-conditioning system. 
It’s easy to build up the sale with a low-cost Electro- 
Klean unit. That goes for forced-air furnace prospects. 
too. Pacesetting Electro-Klean assures you of full profits 
while you clinch those extra sales! 


Ask your distributor about this profit-packed, sales- 
producing story today. Or, use the coupon below for all 
the interesting details 


, Ai Fitter COMPANY, INC. 


355 Central Ave., Louisville 8, Ky. 


Send me details of the complete promotion plan 
for Electro-Klean, descriptions, photos and prices 








What are you 





waiting for? 








f 
turer © 
rid’s Large 


Stronger! \ 4 
Last tonger! QI 


MILLIONS NOW IN USE! 


All ZATKO pulleys are broached 
and 100% inspected for precision 
and perfect operation. Complete 
line of sizes in stock. 


Variable Pitch Pulleys 
Speed variations up to 30% 
allowed. OD's 344” x 312”. 


Write today 
for Literature 
and Prices 


SALES OFFICES: 


THE SALES ENGINEERS 
6524 Walker St. 
Minneapolis, Minn. 

W. E. DEAN & COMPANY 
tain aa ucts 0. P.O. Box 6505, 4250 Harry Hines Bivd. 
Dallas 19, Texas 
D. D. DARNELL & CO. 

8 Mission Bank Bidg. 
Kansas City, Missouri 


20850 ST. CLAIR AVENUE e CLEVELAND 17, OHIO 
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York Operation Space Command Introduces 


NEW STEp Up WAY TO SELL 
YORK CENTRAL AIR CONDITIONING 














York Step-Up Consumer Scales Kit—> 


Low, low Pathfinder price pulls in more 
prospects—York Step-Sell Plan steps ’em up 
to the high profit installations! 


Maybe you've never thought of it in this to prospects...tells you how to achieve vol- 
way before, but ing air conditioners is a 


lot like selling appliances and automobiles! up from the low-priced, quality-built York 
Yes, and the biggest, most successful dealers 


ume sales and profits by stepping customers 


Pathfinder to any of the higher-priced, higher- 
use the drawing power of a price leader to _ profit York Air Conditioners for 58. 

sell the mass market! The York Step-Sell Call your York Distributor today for full, 
Plan is based on this same, sales-tested detailed explanation of this amazing new 
principle. And, it takes you step by step Step-Sell Plan and your copy of the York 
through each phase of your sales approach Step-Up Sales Kit! 


Your FUTURE and FORTUNE ) ' 
° ith York! York Corporation, York, Pa. 
Now Lies Wit — Subsidiary of Borg-Warner Corporation 





MONCKIEF 


makes the 


amsOr Omog-AN 
Amaimo iair-Co 


? 


3 
; ) Va 
{7 a 2 : s Now, you can be more competitive than 


i,) 
“aa Wp ever with Moncrief! 


Gas or Oi! Ges or O Backed by more than 60 years of experi 
“— — pees pram ence in manufacturing better furnaces and 

flow Winter air conditioning units, Moncrief has again 

OS Wtater Aw A.C. Units moved ahead with factory-assembled-and 


wired units that are unsurpassed at any price 


Conditioner. Burner 
and Refractory Firebox 
are installed and 
all es or wiring : . Ingenious design makes these Moncrief 

is done at 
the factory } Gas Fired and Oil Fired Winter Air Condi 


tioners more compact, easier to handle and 


<a / install, adaptable for cooling, and better 
Gas Counterflow Unit 


with front ponels Horizontal looking He Vier construction gives them the 
removed. Connection Gas or O11 Furnaces rugge ] ‘ il ties of tro I ] free ‘rio » 
Fired 4 Ges Sizes igged quali ) uble-tree perlormance 

of the gas line 


4 | 
electricity and ducts + sn ty Oil Sizes 
completes the urnaces | 
ne And the increasing demand for these supe 


rior Mon riet I urnaces has made it possible 


ind a longer life-expectancy 


to reduce the price of the most popular 
Winter Air Conditioner ~ ’ po} 
with enameled Return - : models and sizes 
Air Cabinet ‘an 
accessory). A modern So, whether you are bidding on new con 
Basement-Type Unit 
Caseme » struction projects or seeking replacement 
Ses Duss Ges Fired busine you are years-al 1 and 
] - -_* , > - ‘ » 
” seat ath Sinasane usin , a ars-ahead an money 


4 Sizes thead with Monerief! 


New Gas...New Oil Furnaces! Call vour Moncrief Wholesaler, now! 


Winter Air Conditioners and Coun 
terflow Units! Gas Fired: 75.000. ry There’s a Superior Moncrief Unit to 
100.000. 125.000 and 150.000 Btu 1 Make Any Low Bid Profitable! 


_ 


Input with 16-gauge Heat Ex 4% } 

changers! Oil Fired: 78.400 and ‘a —— - — A 2,30 SHP. Air 

112.000 Btu Output with 16-gauge —— . ben a ; at ee 

and |4-gauge Heat Exchangers! Rig a ’ : wae od - 
J ’ r n ' ’ 

id 2]l-gauge Casings by — "Couhan Cale 


——s_ 


THE HENRY FURNACE CO PANY * Medina, Ohio 
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lf you want fast service on 


Z" BALVANIZED SHEETS 


that form easily into any shape 
K without flaking, chipping, — 
HY or peeling...Call.. 


GREAT WESTERN STEEL 


Galvanized by th 






















e most modern continuous process 


these quality sheets have the tightest zinc coating ever. 













They 


he ww To 


will not flake, chip, crack or peel no matter ¢ 












igh the job. And the sparkling bright finish 









stays right with the job . reflecting quality 


and permanence for enduring satisfaction. 





Our large stocks of galvanized sheets and fast - 









service bring vou all the steel vou need... Ped 


 d. 
yu want it. 2 Dy 


where you want it. Call HEmlock 4-5800. 

















the way you want it ... when y 
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Make GREAT WESTERN E 
Your Warehouse for Steel 





Hold Your Inventories Down 
Reduce Your ‘Cost of Possession” 






Call Great Western: HEmlock 4-5800 


In addition to Galvanized Sheets and 
Strips and Galvannealed Sheets GREAT 
WESTERN STEEL carries large stocks of 


Cold Rolled Sheets Cold Rolled Strip 
r TEE L C OM PAN y Hot Rolled Sheets Hot Rolled Strip 
ESTABLISHED 1918 Hot Rolled Pickled Hot Rolled Pickled 
Sheets Strip 


General Office and Plant: 
2300 W. 58th St., Chicago 36, HE 4-5800 


Milwaukee Division: 2475 W. Hampton Ave., Hilltop 4-3092 
REPRESENTATIVES IN PRINCIPAL MIDWESTERN CITIES 








A ROOF 
270 FEET IN DIAMETER! 


Alexander Memorial Arena Building, 
Georgia Institute of Technology 
Architect 

Aeck Associates, Atlanta, Georgia 
General Contractor 

Mion Construction Company, Atlanta, Georgia 
Roofing Contractor 

R. F. Knox Company, Inc., Atlanta, Georgia 
Distributor 


Conklin Tin Plate & Meta! Co Atlanta, Georgia 


Follansbee Terne is carried in stock by 
Leading Sheet Metal Distributors Everywhere 


FOLLANSBEE 


STEEL CORPORATION 


FOLLANSBEE, WEST VIRGINIA 


Cold Rolled Strip * Terne Roll Roofing + Polished Blue Sheets and Coils 


Sales Offices in Principal Cities 











your big profit year 






with 


PHILCO (Central Air Conditioning ! 


Philico, world leader in home air condi- 
tioning, is offering completely-protected, 
Direct Factory Franchises for its dramatic, 
new line of central system residential 
and commercial air conditioning. Here is 
a great new business opportunity for you 
...the field of tremendous sales growth 
during the next ten years. Here is the 
equipment, price structure and sales 
promotion that’s booming sales... all 
over America! 


Boost Your Profits With The New 
PHILCO Price Advantage Deal! 


Philco’s new, lower list ¢ 





ices boost customer buy- 
ing complete home installations are now within 


the reach of nearly every family in your area. At the 


same time, Philco’s sensational price advantage 
policy gives you the margins that put the big 
money into YOUR pocket. Philco cordially in- 
vites you tO Compare your present pront picture 


with this startling new high-profit plan 
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MAIL 
TODAY 
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World-Famous PHILCO Promotion 
and Sales Support 
Behind You On Every Sale ! 


Philco national and local marketing, advertising 
and sales promotion ts geared to support your sales 
eftorts every step of the way. Now is the time 
to join the winning team. Here is your chance to 
cash-in on the sales support that has made Philco 
a sales leader for generations advertising in 
national magazines like American Home, Better 
Homes and Gardens, McCall's, etc local adver- 
using SUPPOIt 

YOUR prospects 


direct-by-mail advertising to 


Factory Protected Territories ! 


Every Direct Philco Factory Franchise is issued 
with complete factory protection within the territory 
named. No split territories no competition in 
your area direct contact between you and the 


Philco factory on all sales! 


Under this plan, you will receive direct factory 
assistance in sales and service 








Zone State 








GET ALL THE 
FACTS ON THE oe 
NEW PHILCO 
Address 
FACTORY 
FRANCHISE 
City 
Phone 
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Direct Factory Franchises 


for 
PHILCO CENTRAL Air Conditioning ! 


Philco, most wanted name in air condi- 
tioning has a few choice Direct Factory 
Distributor Franchises still available to 
selected businessmen in key sales areas. 
Here is your opportunity of a lifetime to 


revoilutionar’ry 
join forces with the sales winner! 


ompare your present 
I it structure against the profits you can easily 
Once in a Lifetime Opportunity! enjoy as a franchised representative of the Philco 
F Corporation. Philco list pri ing policy enables you 
Ke this year the Diggest in your history n make Sales in every neigh 
lusive, Direct Factory Franchise porhood i our ¢t Direct factor 
and service the new line of Philc« 
central system air conditioning ! Act now get 
on the winning team. Central air conditioning for 
nomes and Dusinesses iS DOOMING, all over the 
Nation. Millions of dollars will be made in this 
tremendous new field right in your own bs 


t new line 


Strong Financial Backing! 
Philco franchised distributors enjoy the strongest ice i 
hnancial king in the industry. Working ACT NOW! Fill in the at- 


uStry Hrectly 
with the \uctory, you will enjoy quantity purchas tached card and mail it today. Get all the 


} 


ing privileges, inventory crediting, favorable facts and you'll see how your future with 
{ payment plans, help with consumer Philco can mean big, big profits! 


backing In 
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Will Be Paid ¥ Postage Stamp 
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FOR MORE 
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WITHOUT 
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PHILCO CORPORATION 
“C” AND TIOGA STREETS 
PHILADELPHIA 34, PENNA. 
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engineering 


pesicns A FULL capacity 2 H.P. COMPRESSOR 


that has neal eoowomy 


Tecumseh can now offer the industry 2 

compressors in the 2 H.P. range. The new 

B21 118 is a full capacity (23,400 

BTU) 2 H.P. built on the same 

general design as the B74T16 (19,500 BTU). 

Since it is the same basic design, many 

production advantages were realized, 

saving cost and eliminating start-up 

expense Art the same time the customer 

is assured of an outstanding compressor, 

thoroughly proven in the field by several 

million counterparts in the smaller sizes. 

The customer may now incorporate a 

leluxe 2 H.P. model using 

the B21T18 and a lower capacity 2 H.P. 

model using the B74T16. Savings in 

auxiliary equipment will allow the Model 821T18-— 2 HP-— 23,400 BTU 
manufacturer to sell the B74T16 Medel 874116 — 2 HP— 19,500 BTU 


mode! at a lower price 


full capacity ¢ 


TECUMSEH EXTERNAL MOUNT COMPRESSORS 
In addition to these models Tecumseh 
11% H.P. and | H.P. compressors FOR ROOM AIR CONDITIONERS, AND ALL TYPES 


round out the line of external 
spring mount compressors 


Tecumseh engineering and production 
skills combine to give you the best 
compressor — most favorably priced — 
for today’s market while geared for 
tomorrow's as well. You'll do better 
with Tecumseh 


Model 
B1516, 81613 — 1 HP 832P16— 1% HP 


The Leader Serving Leaders in the Air Conditioning and Refrigeration Industries 


TECUMSEH PRODUCTS COMPANY 
MARION, OHIO TECUMSEH, MICHIGAN 


EXPORT DEPT: P. O. Box 2280, 24530 Michigan Ave., W. Dearborn, Michigan 


AMERICAN 





All from one source 
...and fast 


~ More than 20 kinds of sheets 


A single sheet or a truckload. Pattern sizes or cut-to-order. You get 
what you want—on time—when you order from your nearby Ryerson 
plant. 


Ryerson offers an unusually wide range of gauges and patterns in 
more than 20 kinds of sheets, including: tight-coat galvanized you can 
form without fear of flaking or peeling . . . bright-finished stainless in 
time-tested Allegheny metal... hot and cold rolled carbon steel... 
Ryex Expanded Metal, standard, flattened and grating. Ryerson also 
offers bars and band iron, tubing, angles, channels, etc. 

In addition, Ryerson can supply machinery and tools to meet every 
requirement of the sheet metal shop. 

For all your steel requirements, it pays to call Ryerson. 


S RYERSON STEEL 


Principal products: Carbon, alloy and stainless steel—bors, structurals, plates, sheets, tubing—industrial plastics, metalworking machinery, etc. 


JOSEPH T. RYERSON & SON, INC. PLANTS AT: NEW YORK * BOSTON * WALLINGFORD, CONN. » PHILADELPHIA * CHARLOTTE * CINCINNATI * CLEVELAND 
DETROIT + PITTSBURGH + BUFFALO * INDIANAPOLIS * CHICAGO + MILWAUKEE * ST, LOUIS * LO 


LOS ANGELES * SAN FRANCISCO « SPOKANE « SEATTLE 


. 
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Cash in on Modernization Rewards 


THE LATE FRED ALLEN, humorist and radio-TV comedian, is credited 
with pointing out that the best ad-libber is the one with the most advance 
preparation. A number of radio and TV personalities have won fame for 
their “off-the-cuff” remarks — in many cases, however, we are given to un- 
derstand that their supposedly spur-of-the-moment ad-libbing is all written 
out in carefully prepared advance scripts. 

Certainly, the need for advance planning is obvious in warm air heat- 
ing, residential air conditioning, and sheet metal modernization work. The 
rewards for success in the modernization field are great. The time for push- 
ing and cashing in on such work is this year — now. Lack of the right plan- 
ning shouldn't be allowed to stand in the way of developing modernization 
business. 

And that’s the “why” of American Artisan’s modernization issue this 
month. Modernization work offers rich rewards, but also presents special 
problems. What these rewards are, what some of the problems are, and what 
some of the answers are make up practically the entire theme of the maga- 
zine you are now holding in your hands. 

Original drafts of the practical, how-to-do-it information published this 
month were carefully prepared, based on material from many authoritative 
sources. These drafts were then criticized and commented on by a special 


editorial panel of dealer-contractor consultants who have successful, specific 
experience in modernization work. The articles were then amplified and 
revised in the light of this extensive field experience. The objective has been 
to include helpful suggestions on every phase of modernization work, from 
why remodeling and replacement business should be promoted to how to in- 
stall modernization jobs. 


Included, too, are specially-developed check-lists aimed to assist in find- 
ing warm air heating, residential air conditioning, and sheet metal modern- 
ization opportunities. Following the technique so successfully used by 
American Artisan for its ‘Standards for Rating Heating Systems” check-list 
published last year (of which nearly 60,000 reprints have been put in use), 
this month’s modernization check-lists are in “home owner language,” may 
be used by your prospects and by your salesmen. As with the heating stand- 
ards check-list, they are suitable as direct mail pieces, for personal selling, 
and as themes for your advertising. 

The public is being made more conscious this year than ever before of 
the importance and advantages of keeping existing homes in repair and up 
to date. No one in the warm air heating, residential air conditioning, sheet 
metal industry should overlook the opportunities in this type of business. 

We are confident this modernization issue of American Artisan will 
help you in your planning and in carrying out the job. 





Industry Sets Its Sights on 


Modernization Sales Target 


Virtually every market analysis results in a confident prediction 


that the future holds a profit potential the like of which our 


industry has never seen. Here’s 


American Artisan’s 


10-point 


guide to gearing for the tremendous rewards awaiting specialists 


in heating-air conditioning-sheet metal modernization work: 


Gear Now for Modernization Boom .... 58 


What's Involved in Modernization Werk? 61 


How to Advertise for 


How to Sell Modernization to Prospects 76 


How to Pay Your Salesmen 


Use modernization check-lists to remind home owners of your services 


Modernization 


64 


6) Where to Find Modernization Salesmen 84 
7) How to Train Salesmen aac 87 
8) Put Service Department on Moderniza- 
tion Selling Team ..... Ter (+ 2 
9) How to Bid Modernization Jobs . 93 


10) Hew to Install Modernization Jobs 96 


— 
pages 71-75 


Ready for a Double-Barreled BOOM y, 
3 


Two distinct yet related factors—replacement and 


remodeling—combine to produce the 


tremendous modernization market. These facts and 


figures will help dealer-contractors analyze 


their local markets as a first step in getting ready 


DuRING THE FIRST ten years after 
the end of World War II, the num- 
ber of individual houses erected in- 
creased each year. The warm air 
heating industry shared in_ this 
srowth and geared itself for han- 
dling the needs of the new house 
builder. In 1955 1.328.900 housing 
starts were reported by the U. S. De- 
partments of Labor and Commerce. 
Of _ this 


number approximately 


for the big things to come 


1,194,400 were single family non- 
farm houses. Of this group, an esti- 
mated 20 percent contained no cen- 
tral heating equipment. In other 
words, nearly 955,500 houses had 
some form of central heating system 
installed during the year 1955. Of 
these central heating systems about 
28 percent (251,700) were other 
than warm air. 


The warm air heating industry re- 


Sell Repiacement 


. . - of old unit by a new 
installation which fits in- 
to the existing system 
without extensive alter- 
ation 


Sell Remodeling 


... of the entire system 
or its components to in- 
clude all the equipment 
necessary to achieve the 
maximum in comfort, 
convenience and ap- 
pearance 
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1,346,951 furnaces sold is 


Figuring one 


ported 
1955 furnace per 


house, approximately 687.974 new 
PI 


central warm air heating 


sold 


house market during 


systems 
were and installed in the new 
1955. The dif 
46.951 


687.974 new 


ference between ] 


(total 


sales) and 


installa 
tions) is 658.977, which represents 
the number of furnaces that went in 
to the replacement market nearly 
V0 percent ot the t 


This excet ds by 


potential 


ttal furnace sales 

116.000 the 
replacement market 

mated at 513.000 byw the U. S. Di 

erce, as reported 

in December 1956 American Artisar 


pages 68-70 The 


partment of Comm 


formula 
estimate the replacen 
veals the annual number of fur 
naces expected to wear out but « 

not take into consideration the large 
number of furnaces that have 

been replaced dur previous vears 


because ol the relatively 


Market Is Enormous 


market inaivsts believe 
this backlog of busi: tis t 
about 10 millior installations Add 


to this the 


Some 


number ot turr 
need replacement this year and you 
re that challenges the 
imagination ot every velinsiwer wennine 
ber. 

lhe replacement market iceord 


ing to the | 


have a figu 


S. Department of Com 
is slated to 
196] 6 
market is also 


expected to start its second I ipid 


merce, ow rapidly be 


ginning in MUO). pus 


when the new-hous« 


rate of expansion Home building 


market experts expect to be building 


houses at a rate of 1.5 million in 


1965, when the | S Departm nt of 
(Lommerce 


market for 


expects the re pl icement 


furnaces to be 897.000 
In 1969 they expect new house starts 
to be near 2 million and the replace 


ment furnace market to be 1.159.000 


Progress Creates New Factor 


This alone is a bright picture for 


the warm air heating industry. But 


there is still another side of the busi- 
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* * Meet the Stars of the Show x x 


THESE PROMINENT DEALER-CONTRACTORS were selected to re- 
view the material in this special presentation because of their 
recognized success with their own operations. Their names will 
be familiar to readers, because these are some of the many 
men who willingly assume important leadership roles in the 
activities which further the progress of our industry. Their 
worthwhile comments and observations, as they apply to this 
issue, are summarized briefly throughout these pages. In 
subsequent issues, follow-up articles on modernization will 
feature their comments in detail as they relate to the specific 
subject being presented. Here then are the ‘‘stars’’ of this 


production: 


DEALER-CONTRACTOR CONSULTANT PANEL 


Donald R. Affhauser, Hamp- 
shire Engineering Service, 
Florence, Mass. 

Charles M. Boord, Foster’s 
Heating and Air Condition- 
ing, Uniontown, Pa. 

R. L. Butler, Butler Heating 
Co., Dayton, Ohio 

Michael Dorn, Wisconsin Fur- 
nace Co., Milwaukee, Wis. 

D. W. Downs, Downs Heating 
Service, Eldridge, Ia. 

William E. Favret, The Favret 
Co., Columbus, Ohio 

William L. Feldman, Phil Feld- 
man & Sons, Inc., Syracuse, 
N.Y. 

Robert L. Ferrell, Farnsworth 
Heating & Supply Co., Bris- 


tol, Tenn. 
Cleo G. Fox, Hildebrand 
Heating-Sheet Metal, Ft. 


Wayne, Ind. 

E. C. Fox, Hager-Fox Heating 
and Refrigeration Co., Lan- 
sing, Mich. 

Al Gogolin, Gogolin Heating 
& Air Conditioning Co., 
inc., Toledo, Ohio 

Gordon J. Justen, 
Sheet Metal 
River, Ohio 

James B. Kuykendall, Jr., E. P. 
Nisbet Co., Charlotte, N. C. 

L. A. McKnight, Atlas-Butler, 
Inc., Columbus, Ohio 


Domestic 
Co., Rocky 


H. W. Meggs, Rose City Sheet 
Metal Works, New Castle, 
Ind. 


J. P. Montonye, Indoor Com- 
fort Co., Ypsilanti, Mich. 


Cc. P. Neil, Neil and Hubbard 
Heating & Air Conditioning 
Co., St. Paul, Minn. 


Charles H. Novotny, John 
Novotny & Son, Gary, Ind. 


Walter A. Peterson, and Ken- 
neth Epperson, Baker 
Heating & Air Conditioning 
Co., Toledo, Ohio 


Joseph C. Sloane, Sloane 
Heating & Air Conditioning 
Co., Lansing, Mich. 


R. W. Schaal, Schaal Furnace 
Co., Inc., Des Moines, la. 


Walt Stevenson, Hoosier 
Heating & Sheet Metal, 
Inc., Terre Haute, Ind. 


W. A. Swenberg, Utility Sales 
and Engineering Co., Roch- 
ester, Minn. 


Cc. R. Wolfe, C. R. Wolfe 
Heating Co., Middletown, 
N.Y. 


Harry A. Wurtzel, Freeport 
Heating & Appliance Co., 
Freeport, Ill. 


Austin B. Young, Monroe Air 
Conditioning Co., Inc., 
Rochester, N. Y. 
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ness that needs to be 
that of 


explored 

obsolescence over and 
ibove that of replacement. No one 
will deny the technical progress 
made during the past five years. Al 
most every system installed before 
1952 is out of date because methods 
of distributing and diffusing warmed 


all have considerably. 


changed 
Further changes will take place in 
the future. Who can say that current 


practices will be acceptable in 19607 


Thus, the market that opens up be- 


cause of obsoles« ence is erowing eat h 
year and can be tapped by aggres- 
sive dealers who will take the time to 
explain to prospects how they can 
have heating comfort beyond their 
imagination. (The heating perform- 


ance standards outlined in the July 


A PANELIST SAYS: 


Al Gogolin, Gogolin Heating 
& Air Conditioning Co. 
Inc., Toledo, O. 
“Every city is like a pie and 

any dealer-contractor’s slice of the 

heating and air conditioning busi- 
ness will be as big as he is 

If a dealer 


wants °58 to be great, he must de- 


organized to make it. 


velop his sales manpower in the 
modernization field. These articles 
show him how.” 


* * * * 


American Artisan special section is 
one tool for selling obsolescence to 


prospects. ) 


Market Has Two Fields 


Broadening of the old-house mar- 
ket by increased effort on selling ob- 
solescence divides this market into 
two fields, closely related yet sepa- 
rated by individual characteristics. 
These fields can be classified as the 
replacement market and the remodel- 
ing or modernization market. In re- 
placement work, a new furnace that 
closely duplicates the physical dimen- 
sions of the old furnace is installed. 
The remodeling or modernization 
market requires greater selling skill 
The salesman must point out that 
the furnace is not all that needs re- 
placing. He will recommend new 
supply outlets, return openings, auto- 
matic control and diffusion of warm 
air into the living zone, and when 
these factors are clear to the prospect 
he can present the many other addi- 
tions such as filtering the air, hu- 
midification and cooling that can be 
incorporated to assure better comfort 
conditions for the home owner and 
his family. 

The modernization market not 
only includes houses with relatively 
new furnaces but air distribution sys- 
tems which have become obsolete be- 
cause of new technical developments. 
Every new-house dealer has a file of 


suc h prospec ts 


Why Take On Modernization? 


Why should a_ dealer-contractot 
be interested in the old-house market 
at this time? There are many an- 
swers to this question. Each dealer 
must answer such a question and 
weigh the answers as they apply 
to his organization and its char- 
acteristics. But in general, the mod- 
ernization market has many advan- 
tages, some of which are: 

1) There is less price competition. 
Fewer dealers are called in to quote 
on a job. | sually the prospect is de- 
veloped by the salesman who un- 
covers the lead. The salesman’s pres- 
entation is unhurried and thorough, 


his points of view are impressed on 


Consider These Advantages 
Of Specializing 
In Modernization 


1 Less price competition: Pros- 
pects seldom go farther than the 
first firm that calls on them 

2 Price is tailored to the job: 
Special problems are figured in 
each estimate and there is less 
chance for error 

3 Bid shopping is minimized: in- 
dividuals can be sold more easily 
than builders on quality and value 
instead of price 

4 Fewer jobs bring more money: 
less capital is tied up in equip- 
ment and storage space 

5 Collections are faster: accounts 
receivable are cleared more quick- 
ly in modernization work 

6 Cash 


dealer-contractors can take advan- 


turnover is quicker: 


tage of suppliers’ volume and 
time discounts 


7 Work 


production can be more easily 


schedule is smoother: 
controlled 

8 Employees are stable: 
better 
workers, minimizes training time 


more 


full-time work 


attracts 
for new help 

9 Promotion can be regulated: 
merchandising can be adjusted to 
overcome seasonal variations 

10 Overhead is constant: when 
work flow is even, overhead can 


be anticipated 


the prospect and his price is gen 
erally accepted as reasonable for the 
services and equipment offered. 

2) The price asked for a job Is 
tailored to the individual job. All 
the costs involved have been figured 
Overhead costs are not overlooked 
and a fair percentage of profit is 
added. 

3) There is less “bid-shopping” 
among individuals than among gen 
eral contractors, making it possible 
to sell the job on quality and value 
received rather than on low price. 

1) Dealers in the modernization 
field can do fewer jobs to obtain 
equal dollar volume. Less money is 
tied up in equipment, components 


and warehouse space. 


AMERICAN ARTISAN, Marcu 1958 





>) Accounts receivable are cleared 
more quickly, 90 days being the 
longest period usually extended. In 
cases where longer periods are de 
sired by the customer, the account is 
financed by lending institutions 

6) With quicker turnover in cash, 
a dealer is able to take advantage ol 
the volume and periodic discounts 
offered by his suppliers 

7) Regulation of work is more 
easily controlled 

° | 


8) Less time can be spent on em 


ployee training because employees 


vearly work 


are kept on full time 


schedules, making it more desirable 
to remain with one employer. 

9) Sales promotion activities can 
be better regulated to develop sales 
leads when seasonal pressure de- 
creases. 

10) Business overhead tends to re- 
main more even the year around, 
rather than surging for a few months 
during peak business activity, then 
easing off after the rush season has 
passed 

Another 


how to get into the 


he ld 


article in this issue tells 
modernization 


Also included in this spec ial 


issue are case histories describing 
successful operations of dealers who 
have been in the modernization field 
for many years. 

Obviously there is much to be 
gained by prospecting the moderni- 
zation market, which is getting larg- 
er each year. The opportunities are 
compelling and numerous. Contrac- 
tors who have tried it confirm the ad- 
vantages outlined here, and dealers 
who are searching for ways to build 
their annual dollar volumes back to 
level will find 


siderable help in these articles. 


the pre-1955 con- 





Here’s what’s involved in going 


All Out for Modernization 


Having reviewed the many advantages of enter- 


ing the modernization market, let’s look into the 


responsibilities and problems which are peculiar 


to this type of work 


DEALER-CONTRACTORS who feel their 
best opportunity for 
annual dollar volume 
business has become 
feel that the volume they 
the modernization field 
sider the five points liste 
apply them to the busin 
now operated The five 
siderations are 
1) How 
prospects. 
2) How to sell 
prospects 
}) How to 


modernization 
handle financing of 
modernization work 
1) How to 
work involved in modernization 
5) Additional costs 


overhead 


handle decorat ng 


involved in 


Prospects Are Everywhere 


Prospects tor modernization work 


are located in many ways. Dealers 
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\“ ho have 


been in the modernization 


field for a long time vary their 
methods until no one method stands 
locate a 
Dealers tell us that they 
pursue the methods that have proved 
most effective for them. For 


Ind., 


service 


out as the best way to 


prospe ct. 


exam 
Heating 
calls its best 


Gary, 
finds 
leads to 


ple, in Gary 
Service 
source for modernization 
work. Where equipment life has ex- 
pired, replacement work is followed 


up with mod- 


recommendations for 
ernization of the air distribution svs- 
ie old 


welt omed. The 


tem. room” complaints are 


salesmen know the 
answers and proceed to develop the 
prospects into modernization sales. 
In Rochester, N. Y.. Monroe Air 
Conditioning Co.. Inc. finds its uset 
list is the best source of leads. The 
company contacts prospects through 
direct’ mail and telephone solicita 
tion. 
Paul, Minn.. 


In St Ferraro Heat- 


C. P. Neil, Neil and Hubbard 
Heating & Air Conditioning 
Co., St. Paul, Minn. 

“In my opinion the major prob- 
lem involved in modernization 
work is that of overhead control. 
are higher 


Because business costs 


per installation, each business 
function must be periodically re- 
viewed, checked and weighed as to 
its value to the overall success of 
the business and adjusted accord- 
ingly. All essential points in the 
control of overhead factors are 
covered in this special treatment 
of the modernization market by 


American Artisan.” 











ing & 


door canvassing in 


Appliances Co. uses door-to- 
selected areas. 
They pick houses of known age with 
out-of-date heating systems. The 
prospect is approached with the offer 
to “let us tell you about the new 
equipment available from the warm 
air heating industry and the new 


methods of distributing warm ait 


throughout the entire house 


Good Closers Needed 


In Madison, Wis., Comfort Heat- 
ing Co. uses its cleaning truck to 
open the door to salesmen. The clean- 
ing service is offered at a minimum 
cost. The salesman has an opportu- 
nity to view the prospect’s equipment 
and system. The importance of good 
closers is recognized by the company. 
It uses four canvassers who locate 
the best prospects and two closers 
who have the knack of explaining 


the benefits of a modern heating 
system. 

And so it goes in every part of 
the country. The effectiveness of dif- 
ferent approaches varies with th 
company using them. 

There are, of course, many who 
use the common methods of sales 
promotion such as newspaper ad- 
vertising, radio, television, handouts. 
giveaway souvenirs. home shows 
and awards to previous customers for 
leads that develop into sales. All 
helpful 


partic ular 


prove when 


applied to a 
marketing area. 


Anticipate His Questions 


Once a prospect for modernization 
has been developed, the sales ap 
proach should follow a dual path. 
First, the prospect should be devel 
oped in such a manner that all ques- 
tions are answered to his satisfac- 


tion with complete agreement along 


a hit = 





FURNACE CLEANING SERVICE, offered at minimum cost to prospect, has 


proven to be one of the best sources of leads for modernization of the heating 


system and add-on summer air conditioning equipment 


every step of the way. The best ap- 


proach is to follow up each of your 


st 


as. “Don't you ag 


Any hesitancy 


st 


h 


* 


rong points with a query such 
ree. Mrs Jackson ?” 


indicates that more 


lling is needed until every doubt 


as been removed. The prospect's 


A PANELIST SAYS: 





James B. Kuykendall, Jr., 
E. P. Nisbet Co., Charlotte, 
 & 

“Practically all of the problems 
that are enumerated in these first 
two articles have been ours for 
all of us 


in the warm air heating and air 


some years. I feel that 
conditioning industry have been 
far too lax in trying to sell re- 
placement jobs. Very often we have 
patched up a job that should be 
completely modernized.” 


* * * o * o * 


line of thinking is influenced by 
bringing up pertinent points that he 


may think of after the interview. The 
whole objective of the approach is 
to win the prospect's complete conh 
dence and to remove any inclination 
to call in another company. 

There are two advantages to this 
approach: 1) the salesman can sub 
mit a price that is fair both to the 
prospect and to the company; and 
2) the type of system needed by the 
prospect can he proposed without 
fear that some less qualified company 
will win the job by proposing a 
poorer system in which some essen 
tial supply or return opening is elim 


inated in favor of lower price 


Sell Reputation 


The second step in the two-point 
sales presentation is selling the repu 
tation of the dealer and the equip 
ment he represents. This second step 
and a most important one 
helps to build customer confidence 
in the job before it actually gets 
underway. Pride of ownership is one 
of the strongest sales appeals and 
when a person feels that he is buying 
the most modern system and the best 
equipment in the neighborhood, he 
will want nothing less. When the job 
is installed, he will be inclined to be 
minor 


less critical of adjustments 
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INSTALLATION 


from 
houses 
that may become necessary undet 


heavy load conditions. His confidence 


in his purchase and in the company 
which backs it up Ww ll be reflected 
in his recommendations to his 


neighbors and friends 


Push Financing on Big Jobs 


Modernization jobs can be ex 
pensive if either or both of two fa 
tors are present: 1) the house is old 
ind the existing system antiquated: 


» 


2) the system was poorly installed in 


the first place. In either case, the 
cost is often much higher than tl 
home owner can pay n cash lo 
bridge this obstacle, the job can be 
handled through installment selling 

Those 
undertaken this type 


dealers who have neve! 


of selling will 


find it a ready-made sales tool. In 
general, this is the way heating sys 
tems are financed on the installment 
plan: 

The dealer enters into an agree 
ment with a money-lending institu 
tion. This can be a bank, savings and 
loan firm or a large company that 
has money set aside for this type of 


investment. To establish an agree- 


ment with a financing agency, the 
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procedures are different in re 


placement and remodeling work 


techniques used in new 


dealer must show proof of his busi- 
ness ability. integrity and a suitable 


credit rating. 


Establish Financing Plan 


There is an advantage to having 
an agreement with a money-lending 
institution because a prospect who is 
permitted to seek his own source 
of financing may end up making his 
purchase from some other dealer who 


calls before the 


ments can be completed. If the meth- 


financing arrange 


od of financing can be shown and 
satisfactorily settled at the time the 
prospect is in agreement with the 
salesman, the sale can be completed 


on the spot. 


Forms Are Simple 


Information needed to complete an 


application for financing the pur- 


chase of a warm air heating or sum- 


mer air conditioning system general- 
lv includes: 
dress, age 
ents; applicant’s 
dress, 
ment: references by 


company and stores which previously 


ADJUSTMENT 


1) applicant’s name, ad- 
and number of depend- 
employment ad- 
salary and length of employ- 


a bank, finance 





of the system to provide 
a balanced air delivery is 
vital in heating-air condi- 
tioning modernization 


have extended credit to the prospect; 
a list of debts. 


amount and the time they mature: a 


outstanding their 
description of the property, its pur- 
chase price and date. The form is 
short and requires very little time 
to complete. Most prospects are sur- 
prised to learn that so little informa- 
tion is required to purchase a new 
heating or cooling system. 

Some sales points that help sales- 
men to sell installment buying are: 


1) it Is easy on the prospect's 


> 


convenient: >} 


A PANELIST SAYS: 
William L. Phil 

Feldman & Sons, Inc., Syra- 

cuse, N. Y. 

“We prefer the 


field over new house work because 


Feldman, 


re plac ement 


vou have a chance to sell the per- 
son who will be living with the 
system installed. Not of minor im- 
portance is the fact that your 
money is much more secure in the 
replacement field than in the new 


home fie ld.” 








the buver knows the exact cost; L) 
there is no need for skimping (or 
lowest 


buying the priced equip- 


ment): 5) the purchase can be made 
when it is needed or easiest to install. 
These sales aids help reduce the 
major objections encountered when 


modernization work is being sold. 


Other Methods Available 


Besides financing by installment 
payments, there are several other 
methods available to the prospect. He 
may decide to use a promissory note, 
which may be renewed at its ex- 
piration by paying the interest due. 
Or he may employ the open end 
mortgage plan, whereby he may ex- 
tend his mortgage payments as long 
as necessary to pay off the moderni- 
zation loan. 

Another major problem associated 
with modernization work is the 
decorating involved due to relo« ation 
of supply and return openings, ducts 
to second floors, removal of existing 
supply and return openings not 
needed and the adjustment of large 
openings to fit the new, smaller dif- 
fusers and registers. Most heating- 
cooling dealers avoid contracting to 
provide decorating along with the 
modernization work for three rea- 
sons: 1) it is difficult to match exist 
ing decor; 2) the various trades in- 
volved such as carpenters, plasterers, 
and painters are specialists and pre- 
fer to work on a time and material 
basis, making an estimate quite dif- 
ficult to include in a contract; and 
3) prospects are usually agreeable to 
handling the decorating themselves. 
feeling that the patching and paint- 
ing can be handled at the same time 
a room or several rooms are being 
periodic ally decorated. 

Dealers who do offer to include 


the decorating in the contract for 


modernization jobs usually have an 
employee on their staff who is pro- 
ficient in carpentry, plastering, papet 
hanging and painting. This employee 
usually spends all his time doing this 
type of work. He must be a good 
judge of various types of wood and 
know how to mix paint to obtain the 
colors necessary to match existing 
colors when the paint has dried. 

Dealers who include in their con- 
tract the cost of decorating and who 
use outside tradesmen to complete 
this work usually find that one-man 
shops’ which specialize in this type 
of work are the best qualified as sub- 
contractors either on a time and ma- 
terial basis or on a one-price con 
tract covering all the work involved. 
This type of shop will usually be able 
lo follow closely behind the dealer's 


installing crew and do the complete 


job. Having a subcontractor that is 
capable of doing the complete decor- 
ating job has proved more effective 
than trying to schedule three indi- 
vidual tradesmen carpenter, 
plasterer and painter to follow 
closely a schedule that is best suited 


to the convenience of the customer. 


Allow for Increased Overhead 


Modernization work involves sev- 
eral other business adjustments, one 
of which is overhead. Business costs 
involved are higher per furnace e sold. 
This is one reason why prices for 
modernization jobs are higher than 
prices asked for similar installations 
in new houses. Overhead costs go 
up because leads must be sought 
through more intensive advertising, 


canvassing techniques, customer com- 








How to Get Results 


Thorough saturation of your market area with the 


modernization story via these tested advertising media 


will pre-sell home owners on remodeling and 


replacement. Here’s how to set up and conduct a 


high-powered advertising campaign designed 


to produce maximum return fora realistic investment 


YOUR GOAL in an advertising cam- 
paign for modernization work is, of 
course, to get more business. How- 
ever, behind this primary goal there 
are several secondary goals 

First, your promotion campaign 
should seek to make your name 
known in your market area. When 
people are thinking of modernizing 
their heating systems or adding cool- 
ing, vou want them also to remember 
your name. Or when you approach 
a prospect directly. you want him 
lo say, “Oh. ves, I've heard of your 
company.” 

Second. you should try to identify 
yourself strongly with the moderni- 
zation field. Let people know that 


you spec ialize in this type of work 


and that you have had experience in 
it. Make them aware that moderni- 
zation is entirely different from new 
house work and that not every heat- 
ing-air conditioning-sheet metal deal- 
er-contractor can handle it properly. 

Third, let the public know that 
you conduct your business’ with 
honesty and integrity. Show them 
yours is a solid, prosperous, estab- 
lished company which stands for 
quality. Convince them they will en- 


joy doing business with you. 


Start with a Budget 


With these goals in mind, your ad- 
vertising planning should start with 


a budget. How much are you going 
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leads, and 

The re 1s 
less production from shop equipment 
trucks 


employee. Many 


pensation for productive 


more elaborate showrooms 


and more are required per 


other contributing 


costs are related to an_ individual 


dealer's operation, 


Modernization Is a Challenge 


i challenge 


Modernization work is 


ind an opportunity for every well 
established dealer to consider As in 
every phase of the business there are 


idvantages and disadvantages which 


must be weighed Among the ad 
vantages is the close personal con- 
tact between the prospect ind the 
dealer The prospect s attitude 
toward the business being conducted 
is on a much more re eplive plane 
than that often faced by the dealer 










<8 SR ee 


when he is dealing with the general 


contractor 


for 


a house that is being 


built for the speculative market or 


the builder of a project consisting of 


numerous 


other 


An- 


advantage is the previously- 


low priced houses. 


discussed growing potential of the 


modernization market. 
nelly. 
land. 


made 


for 


vears and is a replacement prospect 


As John Don- 
Inc.., 


installation 


Donelly Tinners. ( leve- 


observes. “Every 


in a new house is a prospect 


a modernization job within five 


within 15 vears.” A third advantage 
is the opportunity to bid and sell 
each job at a price that includes a 


fair profit for the dealer who can use 


his business and technical skills to 
provide continuous comfort for his 
customer throughout the vear 

A discussion of the major prob- 
lems of modernization work cannot 


be 


ended upon a brief picture of 


some of the advantages. The dis- 
advantages should also be weighed 
by the dealer contemplating this 


field. Briefly, the disadvantages are: 
1) need for a better trained staff of 
installers who are capable of recog- 
nizing and dealing with problems 
that arise on the job due to varia- 
tions in building structural features: 
2) 
ployees who are considerate of the 
customer's property, both in the base- 
ment and in the living area, and who 
al 
ing in the presence of the lady of the 
home; 
of the company to the customer for 
longer periods of time: 4) 
adjustment of the production tempo 


necessary 


the necessity of selecting 


e psy hologically adjusted to work- 


the 


to match individual 


of each installation. 
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REALISTIC 


to spend on advertising The 
soundest way to determine the 
amount is to base it on a percentage 
of your expected sales volume. Al 
though there is no percentage figure 
that will apply to all dealers, you 
can probably determine one that will 
be best for vour own case. Usually 
it is figured between 2 and 5 pet 


cent of your total sales 


Factors which influence how much 
you should spe nd eat luce n l } 


handle 


the advertising support you can get 


youl 


) 


ability lo more business, a) 


agTessive- 
Many 


advertising 


from suppliers, and 3) the 


ness of voul competitors 


cessful dealers base their 


budget on 5 percent of their sales 


volume with a portion of this amount 


\l ARCH 
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BUDGET is starting point for modernization advertising campaign 


Here Are 10 Ways... 


. . to reach home owners with your modernization message 


Attractive store front, sign 
and display area 


Blanket or pinpointed di- 
rect mailing of check-lists 


Continuous and _ varied 
newspaper advertising 


Modernization ads in clas- 
sified telephone directory 


Eye-catching truck signs 
and employees’ uniform 
decals 


6 
/ 


§ 
9 


10 


Inexpensive sign posted 
prominently at job site 


Cooperative advertising 
and sales promotion 
activity 

Limited-range television 
and radio advertising 


Conspicuous outdoor ad- 


vertising signs 


Special events and publici- 
ty stunts in market area 





em- 


>) the greater responsibility 


needs 












being paid by their suppliers in the 


form of advertising allowances. 


Use Realistic Overhead Figure 


An important point in preparing 
an advertising budget is to be sure 
the money to be spent on sales pro- 
motion is included in the annual cost 
of doing business. This means that 
the percent figure used to offset the 
overhead costs will represent the true 
cost of doing business. Too often 20 
percent is incorrectly used as an 
overhead figure when the actual cost 
of doing business in the moderniza 
tion field is about 28 percent. 

Once the total budget for a period 
has been determined, the dealer must 
decide how to spread his advertising 
dollars month by month. To be most 
effective, advertising should be used 
People 


minded again and again so that your 


continuously. must be re 
name is in their minds when they do 
decide to buy. Therefore. a certain 
amount of your 


should be 


basic 


budget 


advertising 
spread over the 
year. 


Several times during the year a 


dealer will want to plan special pro- 


motion campaigns to sell a particular 
product or service, such as cooling 
in the spring, service in the summer 
and winter, and heating in the late 
summer and early fall. A dealer who 
wishes to emphasize modernization 
should select a four to six week pe- 
riod in the spring or early fall for an 
intensive campaign to sell moderniza- 
tion work. some dealers prefer one 
time of year and some another. In 
the spring, home owners who have 
struggled through the winter with in- 
adequate heating may be in the best 
mood to consider modernization. On 
the other hand, others tend to put off 


any such move until fall is coming 


attracts attention of passers-by, invites walk-in 


STORE FRONT traffic, serves as permanent reminder of services 


offered 


and winter is just around the corner. 
Each dealer will have to decide on 
the best time of year to solicit mod- 


ernization work from his market. 


Establish The Target 


Once the budget has been deter- 


mined, special campaigns set, and 


A PANELIST SAYS: 


R. W. Schaal, Schaal Furnace 

Co., Inc., Des Moines, Ia. 

“It has been our experience that 
many people will take the low bid 
on a job because they honestly 
believe that they will get a first 
class installation. An advertising 
program that points the way to 
correcting this situation is of great 
dealers and_ the 


value to sood 


public as well.” 


* 7 * 


the budget allocated month by 
month, the next step is to determine 
the target to be hit. A good way to 
do this is to use a map of the area 
and plot on it the location of your 
past customers. This should give you 
a pretty clear picture of the area 
where your potential is the greatest. 

In addition, the dealer should de- 
termine how far away it is practical 
for him to travel on a job. He may 
find some of his past customers are 


located too far away. or he may find 


he should be getting more customers 
from a wider area. In this manner 
he can discover his 


Further 


target area 
identify 


within this target 


study will certain 
neighborhoods 
area that will be ripe for a moderni- 


These should be 


noted for special emphasis. 


zation campaign. 


Make Expenditure Count 


After the 
selected, the dealer can proceed to 


target area has been 
determine how best to hit it with 
the amount of money he has 


budgeted There are many different 
types of advertising and sales promo- 
choose 


tion activity a dealer can 


from in planning a campaign. Few 
dealers would want to or be able to 
use all of them. On the other hand, it 
is sometimes a mistake to concentrate 
all advertising in a single medium 
Asa general rule, a dealer should use 
as many different media as he can 
afford to use well. He should not 
spread himself too thin, 


And he should be 


waste any 


however. 
careful not to 

dollars on 
has little in- 


advertising 
prospects in whom he 
terest. 

There are certain basic media and 
advertising techniques which should 
be used by every dealer. There are 
other techniques that should be used 
only by dealers who have large 
enough advertising budgets to sup- 
have 


port them or who special 


operations which are particularly 


adapted to them. 
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Prospect’ s 

first impression 
can make or lose 
the sale 


Prepare your 
demonstration area 
1 mistake 
lor 


moderniz 


onfider 


Every cle tler 


istome! 


much s] 

room with interes 
displays ot equipmet 
Dealers complair that 
they do not get sufficient 


erature 


sometimes 


use trom 


their display ireas. Thev usually sav 


that customers seldom walk in from 


the street However de alers who 


have showrooms designed to create a 


favorable impression and invite 


prospects to ww spect the models on 
display, find that visitors come away 
even more sold on their companies’ 


operations. 


An attractive front on a building 
can be a permanent billboard for ad- 
vertising the firm’s services. This is 


t spec ially 


important if the location 


is on a busy street. But it should not 


retlects 


atmosphere of comfort, quality and 
SHOWROOM efficiency, serves as ideal spot for closing 


modernization sales 


be overlooked even on a side street 
The company name and the 
it offers should be prominently dis- 


played and easily seen by 


SeTVICes 


passing 


pedestrians and motorists 


2 Vailing hits 
selected market 
Direct mail: For most dealers di- 

rect mail advertising can be a most 

iseful means of promoting 


busine ss 


can he 


tailored to reach the exact audience 


Its main advantage is that it 


they wish to reach. Past customers 
who already know vour firm are ex- 
cellent sources of new business and 
can be easily reached through direct 


mail based on information in vou 
files. 


A PANELIST SAYS: 


4 dealer can aim blanket mail- 
ings at neighborhoods he has found 
to be ripe for modernization. By plan- 
ning mailings to reach one neighbor- 
hood at a time, it is easier for a 
dealer or his salesmen to follow up 
on leads by reducing travel time. 
Special mailing lists from municipal 
and county records can br developed 
for people who buy older homes. 


An effective 


one page letter on an attractive com- 


mailing would be a 


pany letterhead accompanied by a 
manufacturer's 


letter 


mailing 


piece. The 
should first stimulate the 
reader's interest by holding out the 
promise of something of value to 
should what a 


modern comfort system in his home 


him. It point out 


R. L. Butler, Butler Heating 
Co., Dayton, O. 


“If a dealer expects to be 
this business in vears to come. 


think he is going to have ta di- 


versify his operations 

“The modernization market 
should continue to grow at an ac- 
celerated pace: a number of the 
furnaces installed during the past 
12 vears will soon be due for re- 
placement. This is the best reason 
I can think of for getting into it. 
hese articles outline the best pro- 
cedure to follow.” 











can do for his family’s comfort, and 
explain what the dealer has to offer 
and why he can do the best job of 
serving the reader. Finally, it should 
prompt the reader to take action. 
To aid dealer-contractors in locat- 
ing live modernization prospects, 
American Artisan has designed three 
check-lists that can be effectively 
used as direct mail pieces. These 
check-lists, reproduced on pages 71, 
73 and 75. cover the three major 
segments of the industry: warm air 


heating. summer air conditioning 


and sheet metal. Reprints of the 
check-lists are available as specified 


in the articles describing their use. 


Newspaper ad 
covers market 


Vewspaper: An ad in a local daily 


new spaper can reat h more people 


per dollar spent than any other 
media. In a one-paper town, news- 
paper advertising probably rea¢ hes 
85 percent or more of the families 
in the area. The size of ads and 
frequency of insertion can be varied 
to fit the dealer’s budget. 

effective. 


newspaper advertising must be re- 


To be truly however. 
peated. No one is interested in yes- 
terday’s newspaper. Therefore, many 
advertisers feel it is better to run a 
smaller ad frequently than to run a 
With 


careful planning a small ad can be 


large ad only occasionally. 
very effective. However, for a special 
promotion a larger ad may be pre- 
ferred. As a general plan a dealer 
may want to consider regular inser- 
tion of a small ad once or twice a 
week the yeal around. Then when he 
is conducting special promotion 
campaigns the size of the ad can be 
increased as much as possible. Before 
buying newspaper space, a dealer 


should compare its circulation area 


68 


with the area in which he plans to 
do business. He may find that a 
newspaper covers too broad an area 
for his business. Unless he has no 
other choice, it would be better not 
to use a newspaper which covers a 
considerably broader area than the 
one in which he does business. Other- 
wise, the dealer may find he is get- 
ting inquiries from customers who 
are difficult for him to serve. 

In designing your newspaper ads 
you can get assistance from man- 
ufacturers, wholesalers, and the news- 
papers themselves. One principal rule 
is not to try to tell too much in a 
single ad. Stick to one pring ipal idea 
and put it across as effectively as 
possible. Urge action by the reader 
and make it easy for him to find out 
how to contact vou. 

When planning a special campaign 
for boosting modernization you may 
wish to give your advertisements the 
feeling of a special event or sale and 
offer an 


prompt action. An ad can offer a 


inducement to ene ouragt 


free heating or air conditioning sur 


vey. a trade-in 


allowance on old 
equipment, a free humidifier or ther- 
mostat with each modernization job 
or other “bonus” during a limited 
period of time. Or the advertising 
may feature easy payment plans and 


a low monthly installment charge. 


Phone book hits 
‘hot’ prospects 


Classified telephone directory: Vir- 
tually every dealer will be listed in 
the telephone directory. But if a 
dealer wishes to emphasize — the 
modernization end of his business, 
he would do well to ine lude display 
advertisements in the directory as 
part of his promotion program. The 
phone book is frequently used for 
emergency service calls and by im- 
pulse 


buyers who may be exas- 


perated with their present heating 
equipment. If a dealer includes a 
display ad which prominently fea- 
tures his modernization specialty he 


will be 


pects at a time when they are def- 


reaching many good pros- 


initely in a mood to buy. 
These ads can be designed much 
the same as a newspaper ad, except 


that they should not contain any ma- 


terial that may become dated within 
the life of the directory. It is im- 
portant that these ads be designed to 
catch the eye, particularly where 
they must compete with many other 
salesman who 


display ads. The 


solicits vour directory advertising 


can help plan an effective ad. 


Trucks carry 
strong message 


A heating 


has two plac es of 


Trucks and Uniforms: 
dealer actually 
business. In addition to his office. 
display room and shop, he does busi- 
ness through his trucks all over town. 


Many 


dealer's building, but they will see 


people may never see a 
his trucks on the street or in front 
of a neighbor's house. That is why it 
is important to keep all vehicles clean 
and painted. They should be travel- 
ing billboards advertising the 
dealer's business. The sides and back 
should carry the dealer's name, ad- 
dress, phone number and the fact 
that modernization is his business. 
Bright but not conflicting colors 
will attract the eve. Key 


should be sized for easy reading. 


words 


It is also important to have all 
servicemen and mechanics make a 
favorable 


impression by wearing 


clean and attractive uniforms, 


labeled with the company name 
Remember that most frequently the 
serviceman will be seen by the house 
wife when making a call and she will 
be distrustful of servicemen who 


don't look like experts, 


Job signs 
reflect confidence 


Job signs: These are a must for 


every dealer. They are inexpensive. 
vet effective. But many dealers fail 
to use them. A job sign lets people 
know that you take pride in your 
work, and it tells them that here is 
a customer who had the confidence 
to select you to do his work. 

Of course, it is proper when doing 
a modernization job to ask the home 
owner if he would object to posting 
such a sign. Usually he will not, and 
the effectiveness of the signs that are 
posted is worth the risk of a few 
turndowns. 
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VIA NEWSPAPER ads directed to 


pre-selected market area 


Tie in 
with promotions 


{ssociation and national pro 


grams: More and more local dealer 


associations ire conductir o adver 
tising programs Such i program 
boosting modernizatior work is a 
natural. Every dealer should support 


such efforts and capitalize them 
by coordinating his ow: rogram 


with them 
Also, national promotion orgar 


tions such as the Operation Home Im 


provement Couns il have pros rams to 
help stimulate the entire home 
modernization market. Heating-cool 
ing dealers who fail to participate 
in these programs will find many 
sales lost to the bathroom or kitchen 
remodelers, who seldom overlook 
such opportunities 

The merchandising tools listed 


above should be included in the ad 
vertising and_ sales promotion pro- 
gram of almost every dealer who ex- 
pects to boost his modernization 
sales. Many dealers will want to con- 
sider other media and ideas to build 


a complete program 


Do radio and TV 
fit in budget? 
Radio and television: Radio and 


effective 


tising media if they fit into a dealer's 


television are very adver- 
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VIA DIRECT MaAII 


modernization check lists 


ba sed on 


program The dealer's budget should 
be large enough to use them with 


sufhe ient frequency to o1Vve sood 


coverage. Frequency on radio and 


television is even more important 
than in ne Wspape! idvertising 


dealer should be 


careful to determine that the station’s 


In addition. the 


broad astir is not too broad. 


g range 
giving him coverage of too many 
prospects in which he has no interest 

Dealers shy away from radio and 
television because they feel that it 


will be too expensive. This may be 


true in many cases. However. in 
smaller communities and smaller 
stations in larger communities, the 


cost mav be well within reach. At 
least it pavs to check actual costs 
before rejecting radio and television 


entirely 


Make signs 
hit hard and fast 


Outdoor signs: The large outdoor 
poster or billboard is generally out 
of the question for a local dealer ex- 
cept as a cooperative venture with 
a manufacturer. For the local dealer, 
painted bulletins or small road signs 
may be the most practical. The side 
of a dealer's building may be a good 
location for a painted sign heralding 
his modernization services. Roadside 
signs are restricted to highways out- 
smaller 


side of towns. 





VIA TELEVISION and radio ads 


where broad coverage is desired 


Outdoor signs are directed at 


motorists or passengers in public 
vehicles and at pedestrians. They are 
usually exposed to the message for 
only a brief period; therefore the 
point must be made as quickly as 
possible. Generally this allows room 
for only a short sentence or phrase, 
an illustration. and the dealer's 


name, address, and phone number. 


Use your 
imagination 


Spectal events: There are a num- 


he I of W“ hic h a 


spec ial activities 
dealer may find will fit his needs in 
promoting modernization. These in- 
clude open houses, remodeling shows, 
home shows and contests. Attention- 
getting stunts may also be useful. For 
example, a dealer could drive around 
town in an old fashioned automobile 
carrying a sign reading “Is your 
heating system as out-of-date as this 
car?” Such stunts are limited only 
by the dealer's imagination. 

The time and thought that a dealer 
devotes to planning and budgeting 
his advertising campaign will be well 
compensated in modernization sales. 
Merchandising efforts in this field 
call for greater expenditures of time 
and money than those in the new 
house market. However, since price 
competition is less a factor, the dealer 
can afford such expenditures and 
still improve his profit picture. 
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DeaALer-CONTRACTORS who have 
been most successful in the moderni- 
zation field will be the first to point 
out the importance of developing ex- 
clusive sales leads. They list these 
three advantages: 1) prospects sel- 
dom call in others to bid on the job; 


2) prospects have 


confidence — in 
equipment recommendations; and 3) 
quality becomes more desirable than 
other factors involved. 

To aid dealer-contractors in locat- 
ing prospects lor modernization 


work, 
oped the three check-lists illustrated 


American Artisan has devel- 
in this section. These check-lists have 
been designed to make home owners 
aware of their modernization require- 
ments in three categories: warm air 
heating. sheet metal, and summer air 
conditioning. Each of these subjects 
has been broken down into classifica- 
tions that cover residential applica- 
tions. The recipient of a check-list 
mav check the condition of the 
equipment listed and return it to the 


dealer for 


a free inspection of what- 


A PANELIST SAYS: 


W. A. Swenberg, Utility Sales 
and Engineering Co., Roch- 
ester, Minn. 

“This 
the quality of 


program of upgrading 
installations the 
dealer-contractor makes is the 
best vet. | have always felt that 
educating the consumer on how to 
make his own comfort analysis 
would be the best tool to upgrade 
our industry and allow the good 
dealer to get his just price with a 


fair profit. The check-lists will 
help to do this.” 


+ * . * “ . 6 7 


Check-Lists Spell Out 


Modernization Needs 


..- and remind the home owner 
that your services are available 


ever points fail to meet standards 
that are considered desirable. 
These check-lists also 


many pieces of equipment or condi- 


include 


tions with which home owners are 
often unfamiliar. A major function 
of the check-list is to create a desire 
for the conditions and equipment 
that can be provided by dealer-con 


tractors. 


Use Tested Ideas 


Dealer- 


these check-lists have recommended 


ontractors who pre-tested 


several ways in which they can be ef- 
fectively used. One is to send copies 
of all three check-lists to prospects 
with a covering letter that encourages 
the prospect to make a complete in 
sper tion at once. 

A self-addressed, postpaid envelope 
can be used to encourage prospects 
to return the check-lists promptly. 

Some dealer-contractors who com- 
mented on these check-lists during 
the early test period would rather 
present the check-list personally to 
the modernization prospect. Several 
effective ways to do this were sug- 
gested. One is to leave a_ self-ad- 
dressed check-list with each service 
customer. The serviceman would be 
instructed to present the moderniza- 
tion prospect with the check-list soon 
after he arrives. Each serviceman 
should also be instructed to ask the 
prospect to fill in and sign the check- 
list while he performs the service 
work, then pick it up as he leaves the 
house. When prospects prefer to have 
someone else in the family complete 
the check-list, the serviceman would 
ask that the check-list be mailed to 
the office. 

A second way of getting the check- 


list into the hands of modernization 


prospects is to have salesmen make 
cold canvass calls and offer to help 
the prospect complete the list on the 
spot. A third suggested method of 
personal distribution is to have the 
check-lists distributed in certain 
areas of a community bv school boys 
who would attach the check-lists to 
home owners’ door knobs with rub 


ber bands 


Send Three Mailings 


Another way of using these mod 
ernization check-lists as direct mail 
pieces is to send them to prospects in 
three 


separate mailings. This will 


permit the dealer-contractor to take 
advantage of seasonal appeals lo cre 
ate prospect interest. Thus, the sum 
mer air conditioning check-list might 
be mailed to kick off an early spring 
sales promotion campaign This 


March in 


southern regions and a bit later ir 


would be as early as 


northern climates 
check-list 


mailed in July to develop early sales 


The heating could be 


leads before the normal fall rush 
starts. This list could also be mailed 
in December, January and February. 
when the heating season is at its 
peak. A covering letter should point 
out that “now is the time” to judge 
the heating system’s effectiveness and 
to plan to correct any undesirable 
conditions before the next heating 


season rolls around. 


List Suggests Other Products 


Another sales builder in the heat- 
ing check-list is the listing of prod- 
ucts at the bottom of the sheet. 
This reminder list can do much to 
build a 


dollar 


dealer-contractor’s annual 


volume considerably. 
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HEATING CHECK-LIST 


THERE IS NO REASON why every heating system cannot provide a ‘‘comfortable unawere- 
ness"’ that the equipment is operating. Often, the work required for a professional 
heating man to improve or modernize existing systems is minor. Use this check-list to 
see how your system stacks up against the standards set for a ‘‘Good"’ system, and re- 


turn it to us. We will be glad to apply our technical training to show how you can ob- 
tain top performance. 


Are there supply air outlets near all windows and doors? 

Are there return air intakes in all rooms except bath and kitchen? 
Are there dampers in each supply and return branch duct? 

Are air diffusers less than 10 years old? 


Are room air tempercture differences within 2 degrees between ail 
rooms (at comparable locations)? 


Are room air temperature differences within 4 degrees between floor 
and ceiling when outdoor air temperature is 30 F? 


Is thermostat in central location? 
Do cooking odors disappear within 15 minutes? 


Is furnace located near chimney? 


Are flexible connections installed where duct joins furnace? 


Does smoke pipe contain a draft diverter? 

Is there a liner in the chimney? 

Is the furnace less than 15 years old? 

Are air filters easy to reach for replacing or cleaning? 

Are fuel costs equal to those for similar houses in the vicinity? 
Have furnace and ducts been cleaned within past 12 months? 
Has furnace been checked for efficiency within past 12 months? 
Does system include a humidifier? 

Is noise level unnoticeable when equipment is operating? 

Are occupied oreas free from noticeable drafts? 

Have service calls been rare during recent years? 


Do blower and motor operate quietly? 





Each ‘‘no'’ answer above indicates a need for modernization of some part of the 
system. If you have checks in the ‘‘don't know’ column, ask us to explain those points. 


HERE ARE SOME OTHER HOME PRODUCTS WE CAN INSTALL AND SERVICE FOR YOU 













ITEM 





ITEM 








Water heaters Insulation (wall and ceiling) 








Incinerators Dehumidifiers 








Electrostatic air cleaners Germicidal lamps 








Conversion fuel burners Kitchen fans 


(gas, oil, stoker) 





Attic fans 








Name 





Address City 
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If separate mailings of the check 
lists are made, the sheet metal list 
can be sent out just ahead of any 
periodical slack periods in a dealer- 


work 


early spring is a period when sales 


contractor's volume. Suppose 


volume slumps just before cooling 
sales begin to take up the slack. A 
mailing of the sheet metal check-list 
at this time can result in additional 
work for both the 


stallation departments. 


sales and the in 


Many Sources for Prospects 


Names and addresses of prospects 
can be obtained from company files 
of previous customers, municipal and 
county records, civic club member- 
ship lists, mailing list brokers, city 
directories and telephone books, and 
by solicitation of previous customers 
for names of their friends, relatives 
and neighbors. Specific ways to de- 
velop this method of reaching pros- 
pects are covered in an article in this 
series suggesting how to advertise 
for modernization work. 

Blanket mailing may be the best 
way to use the check-lists to their full 
advantage. 


Considerable planning 


A PANELIST SAYS: 


William E. Favret, The Favret 
Co., Columbus, O. 
“Today it takes an awful lot of 
promotion and pushing to develop 


modernization work. Your check- 


lists will definitely develop pros- 


pects. Dealers need time to de- 
velop and work out their programs 
and to follow them through. If 
these things are done they usually 


Ww ill dev elop leads.” 


should 
tern for conducting such a promotion 
plan. The area where such check- 
lists will most likely produce the best 
prospects should be first selected. An 


old neighborhood where the income 


go into determining the pat- 


level is low could not be expected to 
produce a good return from a blan 
ket mailing of the air conditioning 


check-list This 


people in this area aren't prospects 


doesn't mean that 


for summer air conditioning. but in 
an area of this type dealer-contrac 


tors should select individual pros 


pects whose interest in summer air 


° * . * * . . * . 


set for good sales promotion letters 
These letters should always promise 
a benefit, tell the story quickly and 
encourage the prospect to take some 
immediate action, 

In promising a benefit, you make 
the prospect want to read the rest of 
the letter 

The letter should 


worl ds 


show 


quickly, 
as few as possible, how 
asy it is to learn important facts 


about the heating or summer ait 


conditioning svstem or the part 
plaved by sheet metal in the hom: 


Prompt action is recommended be 


° . ° . . . o * 


A PANELIST SAYS: 


Charles M. Boord, Foster's 


Heating and Air Condition- 


ing, Uniontown, Pa. 


conditioning can most likely be de 
veloped into a sale 

Another factor that must be con- 
sidered is the amount of work that 
can be handled. It would not be ad 
visable for example, to contact 20. 
OOO home owners in a community. 
If one 


percent of this group (200) intended 


for fear of too much response 


to modernize their heating systems. 


it might be more work than some 


MM he dule 


profitably. In cases such as this, it is 


dealer-contractors could 


advisable to schedule the mailings 
to separate areas at different time in 
tervals and when the sales volume 
reaches the point that meets the com- 
pany s production capacity, the mail- 
ngs can be curtailed to adjust sales 
results to 


schedule. 


match the installation 


Promise, Explain, Encourage 


When writing a letter to accom- 
pany the check-list, it is advisable to 
keep in 


mind the basic principles 


“LT have had a chance to go over 


vour check-lists and | find them 


be very satisfactorvoand com- 


plete in detail.” 


* °* * 


cause once a letter is laid aside it 
often is buried under other mail and 
neglected even though intentions are 
good. This is one reason some dealer 
contractors use self-addressed post 
paid envelopes 

check-lists. 
American Artisan’s editors kept these 


In compiling — these 
points in mind and have included 
brief statements directed to prospects 
that should prompt them to use and 
return the check-lists 

In planning the mailing of the 
check-lists, dealer-contractors should 
consider the manner of identifying 


the check-lists 


pear to be three procedures favored 


returned. 


There ap- 


by the dealer-contractors who tested 
these check-lists 


readied for publication. One group 


before they were 
of testing dealer-contractors prefers 
office 
prospects name and address on the 
check-list 
other group prefers to have the pros- 
pect returning the check-list fill in 


his name and address at the same 


to have personnel type the 


before it is mailed. An 
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SUMMER AIR CONDITIONING CHECK-LIST 


HOW CLOSE do your home and your heating system come to meeting the requirements 
for adding summer air conditioning? Survey your property, mark the appropriate col- 
vumns and moil this check-list to us. We will use the information to let you know how 
you can provide year ‘round comfort for your family. 





ee), ibile). 


Check These Important items 





Is furnace less than 15 years old? 





Does furnace have a blower assembly? 





Does furnace contain filters or electrostatic air cleaner? 





Are flexible connections installed where duct joins furnace? 





Are ducts insulated? 





Does each supply and return branch duct have adjustable damper? 





Is there a supply duct to each room? 





Is there a return intake in each room except bath and kitchen? 





Are air diffusers less than 6 years old? 





Are walls insulated? 





Is ceiling insulated? 





Any awnings or sun shades? 





Is power supply adequate? 





Are blower and motor sized for summer air conditioning use? 





is there a basement floor drain? 











if the answers to the above questions are all ‘‘yes,"’ you will find there will be 
very little additional work involved in converting the existing system to year ‘round op- 
eration. If you have some checks in the ‘‘no"’ column, we can tell you how the conditions 
can be corrected in order to air condition your home. Where check marks appear under 
the ‘‘don't know"’ heading, we will be glad to help you find the answers. 


Name 





Street address 





City 
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time the list is being checked. A 
third group favors assigning a code 
number to each prospect on the mail- 


ing list and recording the number on 


the check-list mailed to the prospect. 


Dealer-contractors who prefer typ- 
ing the prospect’s name or having th 
prospect sign the check-lists believe 
this method provides a more pet 
sonal relationship between the pros- 
pect and the company. These dealer- 
contractors feel that prospects might 
misunderstand the use of a coded 
check-list and will not return it as 
quickly. This group also believes the 
prospect will quickly recognize the 
check-list when the 
his follow-up call 


salesman makes 


Dealer-contractors who favor the 
coded check-list feel it encourages a 
larger 


return because it minimizes 


the demand on the prospect's time 


Also, the dif 


for completing the list. 


To: The Editors 
American Artisan 
6 N. Michigan Ave. 
Chicago 2, Ill. 


ficulty of identifying the returned 
check-lists because of poor handwrit- 
ing is eliminated. 

If a code number is employed for 
identifying the check-lists, the rec- 
ommended procedure is to enter th 
number in the upper right corner. 
(Remember, these numbers should 
also appear on the master mailing 
list.) The space provided for the 
prospect's name and address can be 
removed and instructions such as the 
following inserted: “You need not 
sign this check-list the identifying 
number in the upper right corner 
will tell us who you are.” 

The symbols A, H and S could bi 
entered with the number or name on 
the prospect list to identify the type 
of check-list sent to each prospect 
This master list would indicate what 
check-lists had been sent and which 
remained to be sent before repeating 
the mailings 

Some dealer-contractors will send a 
separate letter along with the check 


list, presenting reasons why a mod 


Please rush the following quantities: 











Enclosed is my check for $ 


Heating check-lists 
Summer air conditioning check-lists 


Sheet metal check-lists 


to cover reprinting costs. 


(Please print) 


Name 





Company 





Street Address 





City and State 





lam a dealer 


other 


wholesaler 


manufacturer 


benefit 


from checking the list and returning 


ernization prospect would 
it promptly. Others will have thei 
messages printed on the reverse side 


of the check-list by job 


shops One advantage to this ap- 


printing 


proa h is that all check-lists returned 
will be easily identifiable because the 
prospect’s name and address would 
be typed on the reverse side of the 
check-list by the staff member re- 


sponsible for the mailing 


Repeat Mailings Fan Interest 


There 
the mailings of sales 


are advantages in repeating 
promotior il 


When prospects fail to 


spond to the first mailine it doesn’t 


pieces 
mean they aren't interested. It could 


interest has beet 
sidetracked and that all they need is 


i reminder. 


mean that their 


Sometimes three 
mailings are required to conve 
sive interest into action. Best 
are obtained when mailings 


pe ited it two to six week int 





Cost 


50 $ 0.85 
100 1.35 
200 2.70 
300 4.05 
400 5.40 
500 6.75 

1000 13.50 
2000 27.00 
3000 37.00 
4000 48.00 
5000 59.00 


Quantity 








Costs are based on total num- 
ber of reprints ordered. 
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SHEET METAL CHECK-LIST 


USE THIS LIST to check the condition of sheet metal used outside and in your 
. Classify the condition of each item and ask us about modernization of 


in the ‘needs repairing” column. We'll aiso be glad to — 
xplain any item you have checked in the ‘don't know" column. __ 





CONDITION 





Gutters 








Gutter screen 








Gutter strainer 








Gutter hangers 








Gutter downspouts 








Roof flashing at chimney, valleys and vents 








Through-wall flashing 








Roof base flashing 








Ridge flashing 








Roof edge trimming 








Roof ventilators 








Eave ventilators 








Attic louvers 








Fan louvers 








Bird barriers 








Snow guards 








Smoke pipe 








Automatic draft regulator in smoke pipe 








Chimney liner 








Laundry chutes 








Sink tops 

















Street address 





City 
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THE HEATING-COOLING who 


DEALER 
wakes up one morning and decides 
to get rich quick in the moderniza- 
tion market is likely to find his time- 
tested sales approaches falling apart 
at the seams. He quickly, and some- 
times painfully, comes to realize that 
the selling job required in this field 
is quite different from that he has 


used previously in selling builders 
and new home buyers. 
the solicited 


a bid for replacement of his heating 


[ nless has 


prospec t 


system or the addition of cooling. he 
cold. 


his existing 


contacted convinced 
that 


tem is obsolete or his way of life will 


must be 
through logic svs- 
be improved enormously by the addi- 
tion of summer cooling, and finally 
shown why he should buy a certain 
brand of equipment or type of sys- 


tem In other 


from a certain dealer. 
words, in this type of business, the 
actual sales presentation becomes 
possibly the third or fourth step in 
the total sales process, pret eded by 
canvassing and advertising, prospect- 
introductory analysis 


ing. and an 


which obviously is not necessary in 
house business where there 


the 


the new 


is no existing system and only 


job to be done is to convince the 
that 


workmanship will provide him with 


prospect your equipment and 


more comfort than your competitor's. 


“ 


FSIFFSSIIFFIFS 
PRIITDHIFVHFITZ 
93999 Loses 33 
SSSSSSFSSSSSS 


Leads Pay Off 


Selling the home owner on 


spending money to remodel or replace 


something he already has requires a different—and 


better—sales presentation than selling a builder or an 


architect something he needs. Here’s a well 


defined plan for opening doors and closing sales 


Dealers 


chandising 


who look over their mer 


and sales presentation 


practices with an eye to improve- 
the 


market. 


ment will be the ones who realize 


most profit from this huge 


There's plenty of modernization work 
home owners a;4re 


to go around, but 


becoming more and 


better 


more quality- 


educated in_ the 


conscious, 


technicalities of their heating and 
cooling systems, and less dazzled by 
high pressure sales pitches built on 
price and unorthodox practices. The 
only sales presentation that will stand 
up under this new public awareness 
is a sincere appre¢ iation of the home 
owners problems and a bid for his 


business based on quality, not price 


Il) Get Ready to Sell 


We 


in which 


have already discussed ways 
modernization-slanted ad 
vertising, telephone canvassing, door- 
to-door calls in older neighborhoods, 


user recommendations, servicemen’s 
reports and other factors can be com- 
bined to the 


set the stage for followup activities 


bring in leads which 
and lay the groundwork for produ 
Before he 


begins his physical selling campaign, 


tive personal contact. 
the dealer will want to tabulate and 
organize all the information he needs 


on each customer and prospect so 


his salesmen’s calls can be timed to 
advantage and appropriate informa- 
tion can be presented quickly at each 
visit. 
Armed 


salesman 


with this information, the 


knows exactly what his 


presentation will be and will have 


the appropriate sales literature, price 


sheets and other data ready to pre 
sent forcefully. This pre-call inves 
tigation should always include scru- 
tiny of the prospect's financial status 
calls on credit 


to eliminate wasted 


risks. 


Follow-up File Is Starter 


\ prospect follow-up file is the 
most effective sales starter the dealet 


use. All the information needed 


on eat h be condensed 
file which 
tells quickly the full history of prog- 
the 


Headed by the prospect’s name, ad- 


prospec t can 


onto a 3 &X 5 in. card 


toward — selling 


ress prospect. 
dress, phone number and date sold. 
the the 
lead. date. 
equipment needed, whether 


and 


ecard also shows source ol 


first contact type ol 


a layout 


estimate were made and terms 
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were explained, dates to recall, dates 
of sales, products sold, and future 
needs. Other leads supplied by this 
individual can be listed on the re- 
verse side of the card as a point of 
reference or as a record of sales in 
case the dealer would like to 


him for each fruitful lead 


re ward 


File Shows Current Status 


Here's how to set 
file: 

1) 
place prospect 
customers 

2) In another l 
51 for each dav of tl nonth. file 
names of all prospect with whom 
vou have arrar 1 appoint 
ment which falls with vw next 3] 
days 

}) Behind month-of-th 
place prospect cards 
with whom vou have 
ments beyond the 
example, if in Jar 


appointment to call about 


90 days. the prospect’ card will be 
placed behind the tab for April 
1) Behind i single tab labeled 


“uncontacted prospects keep all 


cards which come up for immediate 
contact. Be sure to see the prospect 
on the day you promise to call. If no 
definite appointment was made, keep 
the card in this section a couple of 
days until you can contact the pros 
pect. 

5) In the “handle immediately” 
section are placed cards for 
tacts you should make today. This 


tab should be placed in front and 


all con- 


calls should be given top priority. 


Visual Aids Add Punch 


One other important tool each 
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RELAXED AND FRIENDLY ATMOSPHERE is established between sales- 
man and his prospects before actual sales presentation is launched 


should 


starting on his modernization calls 


sadiesman 


prepare before 


is a combination scrapbook and 
portfolio. This 


visual presentation 


tool is practically indispensable in 
adding drama and emphasis to the 
salesman’s remarks. The scrapbook 


is nothing more than an accumula- 


A to Z tabs index cards for 
all previous customers 


1 to 31 tabs show appoint- 
ments for full month 


Month-of-year tabs list ap- 
pointments scheduled be- 
yond 31-day period 


“Uncontacted Prospects’’ 
file contains all cards 
which come up for immedi- 
ate contact 


“Handle Immediately”’ 
section contains cards for 
all calls you should make 


tion of before-and-after pictures of 
installations and of the homes where 
the jobs were done, together with 
any other endorsements, testimonial 
letters and other data which might 
add to the visual appeal. The most 
convenient size and type is a three- 


ring, 814 ™X 11 in. binder with 


folded lucite pages to protect the ma- 


terial. Pictures should be of profes- 
sional quality and suitable for en- 
largement to at least 5 X 7 in. Use 
several before-and-after pictures of 
residential modernization jobs show- 
ing the outside of each house as well 
as the actual installation, and one or 
two commerical installations to add 
prestige to the presentation and to 
use in soliciting other store or office 


modernization work. 


Testimonials Build Confidence 


On the same page as the photos of 
a particular job might be added a 
testimonial letter from the customer 
whose home is illustrated, telling how 
the installation has improved com- 
fort conditions in his home. If pos- 
sible, see to it that testimonials from 
commercial establishments attribute 
a certain amount of increased busi- 
ness to the cooling system or what- 
installed. A 
probably 


mind writing a testimonial letter 


ever equipment you 
satisfied customer won't 
if not on his own initiative. on polite 
request. 


Rounding out the visual demon- 





stration portfolio would be manufac- 
turer's sales aids and product litera- 
ture which would be pertinent to the 
particular call. This material should 
be kept up to date and grouped by 
product so unrelated material won't 
keep popping up to distract the pros- 
pect. 


Slides Add Realism 


An extremely valuable visual aid 
is a set of three-dimensional color 
slide photographs of equipment and 
installations. A projector and screen 
would improve the presentation but 
a lighted viewer which magnifies the 
slides is sufficient. Included would be 
pictures of similar installations as 
well as the before-and-after photos 


mentioned above. These slides can 
| 
IP 


Having consulted his prospect 
card to find out precisely what he 
should talk about to the prospect 
plus whatever credit and _ personal 
information he has accumulated about 
the family, the salesman readies his 
presentation portfolio, inserts the 
necessary layouts, literature, etc. 
and calls on his prospect. 

The term “prospecting” is defined 
differently by different dealers. 
Ordinarily it includes all the pre- 
liminary gathering of leads through 
all avenues of sales promotion, ad- 
vertising, canvassing and market 
study, up to the point where the 
salesman’s _ physical presentation 
begins. It must extend however, to 
the first few minutes of the sales- 
man’s call on the prospect. This in- 
terval can be the most important 
time the salesman spends in closing 


a sale, because it is the time when 


either supplement or replace the pic- 
tures in the scrapbook, depending on 
the number of impressive installa- 
tions the dealer has photographed. 
The viewer can also be used to il 
lustrate various types of duct sys 
tems a section at a time, and to 
demonstrate installation techniques. 
Don’t let this dramatic presentation 
of pictures take the place of the 


testimonial letters, however. 


Draw ’Em a Picture 


Some dealers make sketches of an 
existing system and a floor plan in a 
home where a modernization sale 
seems to be a definite possibility. 
These drawings are turned over to 
the engineer who improves the 
sketches and makes additional lay- 
outs of a redesigned heating system 
or an add-on cooling system, then 
passes them on to the sales man- 
ager to be assigned to the sales- 
man who will be calling on that 
prospect for a modernization sale. 
These drawings, of course, would be 
inserted in the demonstration port- 
folio and produced dramatically at 
the proper moment in the sales pres- 


entation. 


rj Prospecting Sets the Stage 


most opinions are being formed by 
both the salesman and the prospect. 
The salesman is feeling the prospect 
out for his interests, needs and per- 
sonality traits which must be catered 
to, and he is making his first impres- 
sion, which will probably adhere 
throughout the interview. He is mak- 
ing his intentions known and getting 
his sales presentation off the ground. 
He is finding out what to talk about 
and what not to, and he is getting an 
early impression as to whether he is 
likely to make a sale or whether he 


is wasting his time. 


Prospect Warms Up 


The prospect, on the other hand, 
is busily trying to figure out what 
this “trespasser” is trying to get away 
with, and what it is he has to “fight.” 


Unless he really wants what the sales- 





Use Standards To 
Sell Modernization 


American § Artisan’s 
Standards for Rating 
Heating Systems card, 
introduced in July, 
1957 and endorsed 
enthusiastically by the 
industry, are made to 
order for selling mod- 
ernization of heating 
systems. This tested 
sales tool, adapted 
from results of years 
of industry research, 
is a colorful and easily- 
read card which lists 
the 12 points which 
contribute to complete 
winter comfort in the 
home. 

Attractively de- 
signed and written in 
language the home 
owner can under- 
stand, the card rates 
the prospect’s heating 
system as ‘‘Good,’’ 
‘Fair’ or ‘‘Poor’’ in 
terms of each of the 
12 comfort conditions. 
The card is designed 
as a visual demonstra- 
tion tool to dramatize 
and add authority to 
the sales presentation, 
and to prove conclu- 
sively to the prospect 
the advantages of 
buying for quality 
rather than price. 

Copies of the stand- 
ards card in two colors 
on heavy stock and 
sized to fit the brief- 
case, note book or 
portfolio, or in quan- 
tity for direct mail are 
available at two cents 
each from: 

Editorial Dept. 
American Artisan 

6 North Michigan Ave. 
Chicago 2, Ill. 
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man is trving to sell. he’s probably 
mentally tallying his objections. He 
may he tense, Suspicious ar d some 


Above all, h 


a stop to anv kind of 


what resentful wants 


to put 1 sales 


pitch before it gets started. He waits 


ior an opening to sav politely “Tm 


need wha 


selling.” He moves 


sorry. but I don't tever it 
is you're 


the door 


tow ird 


i Present Your 


Som ce ile rs 
vocate a canned 
with the entire modet 


memorized, rehe 


with emphasis on proper points and 


Others 
mut h of 


a crutch and like to fit their presenta- 


following a rigid sequence 
believe this techni jue 1s too 
tions to the circumstances. In either 
rules of good 
which ould he ob- 


served, in proper sequ 


case, there are severa 


Ss ale sm inship 


First Get Attention 


Once he has broken the ice with 
his prospect during tl 

visit, the salesn 
favorable positior 
prospect's ittentior 
in the form of some 


ment with which 


identify himself 
prospect listenir 
sales story. he is on |} wav tow ird 


He must obtain 
the prospect's confidence ir 


developing the sale 
himself, 
then in his dependability to represent 


the prospect as well as his own firm 


Arouse His Interest 


Once the 


captured, 


prospect's attention 
his interest mu 
aroused and developed by 

him how modernization of 


ing system or addition of summer 


air conditioning will improve his 
standard of living. This is a good 
place to introduce the scrapbook and 
demonstration 


visual portfolio and 


actual installations 


oY 
He'll be 


slides showing 


and testimonials impressed 





isn’t trying to high pressure me—not 


yet at least. He’s perfectly relaxed 


and natural, and all he wants is to 


find out if I’m still having trouble 
with that pile of junk I bought 25 
He’s 


the same company that sent out the 


vears ago as a turnace. with 
polite serviceman who adjusted the 
system the last time it went on the 


blink. Let’s 


have to buy anything.” 


hear him out. I don't 


Modernization Story 


if you can show him what your com- 


pany has done in the home of one of 
his neighbors. Be sure to spell out all 
the benefits your new equipment will 
provide. in comparison to the com- 
fort he is now experiencing. But 
don’t be too critical of his old equip- 
ment—chances are he bought it vears 
ago on the strength of some other 
salesman’s presentation, and regard- 
less of its 


age or condition. he won't 


like the insinuation that he made a 
poor purchase. Don’t be too technical, 


either. Sell comfort. not parts. 


Use Standards Card 


If the work vou propose includes 
he iting 
good time to use 


Artisan’s Standards for Rating Heat- 


ing Systems card, spelling out 12 


replacement of his system. 


this would be a 


conditions by which a heating sys 


tem can be rated as good. fair o1 


poor, in terms the average home 
owner can understand. It probably 
won't be necessary to tell him his old 
system isn’t producing satisfactory 
comfort if you can show him a point- 
by-point comparison of the perform- 
ance of his system with the stand- 
ards you would set for his new in- 


stallation. 


Instill a Desire 


Che well-organized sales presenta- 
book or 


must do more than maintain interest 


tion, like a rood speec h. 


in order to achieve its purpose. It 
must instill a desire to hear or see 


more. The modernization story the 


salesman is presenting must, without 


This prospect's attitude is the re- 
sult of the final phase of the pros- 
friendly 


visit which culminates the prelim- 


pecting operation. It’s the 


inary groundwork, establishes a 
warm and relaxed relationship be- 
tween the salesman and the prospect, 
and precedes the sales presentation. 


himself 


to the prospect, and can start selling 


Now the salesman has sold 


modernization. 


the prospect’s awareness. convert him 
from a passive listener to an enthu- 
siastic accepter and instill in him a 
desire to be sold. Nothing generates 
faster than 


enthusiastic acceptance 


enthusiastic delivery. By this time. 
the modernized heating system. the 
conversion burner or the summer air 


look so 
good to the prospect that he is actual- 


conditioning system must 


ly encouraging vou to tell him more. 


A PANELIST SAYS: 


Austin B. Young, Monroe Air 
Conditioning C o., 
Rochester. N. Y. 
“In past 


Ine., 
years our primary 
business was in the new house 
field, which constituted approxi- 
mately 95 percent of our business. 
During the last few years, how- 
ever, as new construction has de- 
clined. we have endeavored to do 
more in the older homes and 
modernization market so that now 
approximately 45 percent of our 
business is in this field. We have 
accomplished this changeover by 
various methods, the first and 
customer service 


and satisfaction. We 


foremost being 
devised a 
direct mail promotion to previous 
customers in which we enclosed a 
self-addressed 


letter and postal 


card with spaces provided for 
names of prospective customers. If 
any of these prospects became cus- 
tomers we mailed gift certificates 
from the leading department store 
in town to the customer supplying 
the prospect’s name. This we call 


our “Gift Club’ plan.” 





| a Close the Sale and Follow Through 


Unfortunately, creating a desire to 
own doesn’t automatically create a 
helps. The 


prospect, although he now feels a 


desire to buy but it 


definite need for your product, may 
still have some deeper-rooted objec- 
tions such as lack of available cash, 
commitments to competitors, partial- 


ity to another brand. 


reservations 
concerning your company, type of 
fuel used or any number of othet 
factors which prevent him from buy- 
ing. As the salesman has gone along, 
however, he has tried to anticipate 
objections and dispel them before 
they became issues. Some objections 
will fall during the normal course of 
conversation; others will have to be 
brought out into the open and then 
attacked diplomatically and under 
mined with logic. Objections are 
generally either 1) points of view. 
or 2) prejudices. The two types must, 


handled differently. 


Points of view can be altered qui kly 


of course, he 


by a few words of explanation to 
correct mistaken impressions. Deep- 
rooted prejudices must be handled 


carefully, without argument but con- 


tradicted by logic. The salesman who 
knows his company’s products, work 
and polis ies wont allow himself to 
get backed into a corner. and can 
overcome virtually any objection 

including price—once he gets it into 


the open. 


Sidestep Price with Quality 


Consider. for a moment. just how 
all-embracing this objection 


Anvbody would like to have 


a better heating system. humidifica- 


price 
really is. 
tion, improved air filtering and 
cleaning, the ultimate in control, or 
the benefits of cleaner, drier, cooler 
air provided by a central summer ait 
conditioner, etc. The prospect isn’t 
worried about thermal shock. explo- 
sions or dust, if the salesman has 
Neither, 
at this point, does he think that the 


presented his case properly 


competitor's lower-priced system is 
better in any way. He’s concerned 
about the money he has to spend. So 
if price is uppermost in the prospect's 
mind, it must be the prime target in 
the salesman’s presentation. He has, 
throughout his presentation. been 
overcoming price objections by em 
phasizing quality. But he should have 
several direct approaches to the price 
objection, and should know about all 
He should 


treat this subject of price as matter 


the methods of financing 


of-factly as possible. at the same time 
dispelling it as a major factor, by 
beating the prospect to the punch 
with the price discussion. Once the 
advantages of hiring his company to 


do the work have been established. 


Tell ’em about financing 


Here are five forms of financing which 
should be explained to the prospect to 


he should move quickly into the price 
discussion in his own terms of refer- 
ence. He might say something like, 
“I'm glad you agree that our com- 
pany can do the best job for you 
You'll be glad to know that you can 
get all these benefits [ve promised 
you for about fifteen cents a day.” 


* 7 * * 7 * * 


A PANELIST SAYS: 


Donald R. 


shire Engineering Service, 


Affhauser, Hamp- 


Florence, Mass. 

“I believe. without any doubt 
whatsoever, that the man who 
reads this issue and the articles in 
it will come away with a much 


more intelligent and 


positive, 
clear-cut approac h to the whole 
idea of modernization as a tool to 
increase sales and, in turn, to 


strengthen his company finan 


cially.” 


This discussion might lead into the 


various forms of financing, which in 


overcome price objections: clude those listed at left. 


1) Direct Bank loan 
2) FHA financing 


3) Finance company 
loan 


4) Refinancing of mort- 
gage to include mod- 
ernization 

5) Open end mortgage 


Any Doubts Left? 


When 
overcome. but the prospect still ap- 


pears reluctant to be 


all objections seem to he 
steered into 
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closing, the salesman can make a 
final bid to get any remaining ob 
jections up for discussion, with the 
statement, “I think we have fully 
covered the quality of equipment 
and workmanship my company can 
provide for you. Have you any ques 
tions | might clear up for you?” H 
the answer reveals that some point 
is still not resolved in the prospect's 
mind, a more complete discussion of 
that problem is called for. The dis- 
cussion continues until all the deci- 
sions the prospect must make in con- 
sidering the modernization sale have 
been resolved in favor of having the 


proposed work dor t 


Ask for the Order 


Che final test of the sales presenta- 
tion, unless the prospect has indicated 
a readiness to buy, is the salesman’s 
Having filled 
order blank while 


discussing the ale, the 


request for the order 
out part of the 


salesman 


salary 


LOW to 


with, 


Car 
allo, an 
Cp 


Success in modernization sales calls for full output of every —__¢‘ 


salesman’s selling ability. These ideas will help dealer-con- 


_ 
and commusstor 





might turn to the prospect and ask 
him to specify a satisfactory delivery 
date. If the date is set. the sale is 
closed. If not. still more review for 
hidden objections is called for. 

a hus. a modernization sale is born. 
and a new customer joins the ranks. 
This person’s importance cannot be 
allowed to diminish at this point. The 
sale is not consummated until all ob- 
ligations have been met by the com- 
pany, and he is on the record as a 
satisfied dealer 


knows that fast and dependable fol- 


low-up service is a prerequisite to es- 


customer. Every 


tablishing a good reputation in the 
community—possibly the most im- 
portant asset a heating-cooling 


modernization dealer has to offer. 


Cultivate New Lead Source 


Being available for service isn't 
enough. The wise salesman will pay 
as much attention to the follow-up re- 


lationship with his customer as he 


4 
Onn. 


percentage 


does to his sales presentation, be- 
cause this new customer represents 
a valuable source for new leads. If 
he’s satisfied he'll brag about his 
new installation. (Conversely, if he’s 
not satisfied he won't be shy about 
steering friends and neighbors away 
from your company. ) 

A personal call on a customer is 
well worth the time consumed. It 
doesn’t make any difference whether 
the job was completed six months or 
a year ago—an impromptu visit to 
find out if the system is performing 
satisfactorily will not only enhance 
your reputation with the customer, 
it will keep your company’s name on 
his mind so that when he has the op- 
portunity to recommend your serv- 
ices to a friend he will remember 
not only who you are but also the 
extra personal interest you provide. 

It's obvious, but it bears repeating, 
that in the modernization business. 
the dealer's reputation among his 
customers is his bread and _ butter. 
“raigh, 


COn ° 
tn; —— 
SSig 
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Pay Modernization Salesmen 


‘hare 


Prok > 
fit s 
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~~ 
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" 
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tractors establish compensation plans which will furnish 


the most incentive and keep good salesmen on the ball 


A PANELIST SAYS: 


Walt Stevenson, Hoosier Heat- 


& Sheet Metal, Inc.. 


Terre Haute, Ind. 


“Bonus offers to salesmen dur- 


ing periods when sales are slow 


are 


very good as we have found it 


gives the salesman the feeling that 


the company is trying to help him 


personally. We try to push ineen- 


tive work by making his ideas pay 


in actual cash.” 


AMERICAN ARTISAN 


COMPENSATION PLANS used _ by 
dealers specializing in moderniza- 
tion work vary considerably among 
companies and sometimes within a 
general, there are 


different 


company. In 
basically four principles 
used : 
) straight commission 
) straight salary 
) salary with car allowance 
+) salary and commission 
Proper compensation is important. 
It must be fair to both the salesman 
and the business. Salesmen, in gen- 
eral, who receive a high percentage 
of the total billing are inclined to 
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work less than salesmen who must 
keep busy in order to obtain the in- 
come they desire. Thus, it appears 
that the best method of keeping sales 
costs in line is to offer incentives to 


salesmen. 


Choose Best Method for Firm 


In selecting a compensation plan 
for salesmen, it is advisable to re- 
view each method of compensation 
and to work out a policy that fits the 
organization best. Such a_ policy 
could include several of the methods 
outlined above 

For example: A dealer has four 
salesmen on his staff. Two have 
worked with the company for five 
years and bring in most of the busi- 
ness. These two men know their jobs 
well, know how to locate leads, sell 
the prospect and turn in clear instruc- 
tions for the installation crew. These 
men could be paid on a straight com- 
mission basis and would be con 


sidered senior s ilesme n 


Protect Your Investment 


The third salesman has been with 
the company only six months. He: 
knows the product line fairly well. 
but his record of prospects sold isn’t 
very high due to inexperience in 


handling salesman 


prospects. This 
could be classified as a junior sales- 
man and compensation based on 
commission would be quite low and 
perhaps discouraging to him. It 
might be responsible for his taking 
a job with some other company be- 
cause the income appears more at- 
tractive. If such a situation occurs, 
all the time spent training this man 
would be wasted. There is another 
loss that isn’t obvious but certainly 


has amounted to an investment too; 


82 


that is the amount of business that 
has been lost because a number of 
gsood prospects were not properly 


It’s very likely 


that some of these prospects could 


sold and were lost. 


have been sold had they been 
handled by a 


salesman. Therefore it might be best 


more experienced 
to pay this young salesman a salary, 
enough for him to meet his financial 
obligations, and set a monthly o1 
weekly 


would be responsible for a commis- 


quota which if exceeded 


sion on the volume above this 
amount. 

Dealers using the salary and com 
mission method are careful to set 
quotas that will equal a commission 
rate comparable to the percentage 
which sales costs can be expected to 


Expose Trainees to Details 


The fourth sales department em 
ployee is a young trainee who needs 
much instruction in the company’s 
method of doing business, its policies, 


equipment, installation 


pro¢ edures 
and salesmanship. This trainee sales- 


man’s ultimate worth to the company 


is still in doubt: therefore, compen- 


sation, as well as the many hours of 


A PANELIST SAYS: 


Michael Dorn, Wisconsin 
Furnace Co., Milwaukee, 
Wis. 

“Some salesmen preter one type 
of compensation plan whereas 
others prefer another type. In our 
operation we have adopted five 
different plans and the salesman 
is permitted to select the one he 
These 


Straight commission on percentage 


prefers. plans are: 1) 


of gross sale; 2) Draw account 
Small 


guaranty with low percentage of 


against commission: 3) 
commission in addition; 4) Per- 
centage of gross profit after mark- 
up on labor; 5) Flat fee for gas- 
proofing (re-cementing, etc.) or 
cleaning jobs sold by canvassers, 


plus commission for new. sale.” 


* * si 


Here’s What Others 
Are Paying 


An American Artisan sur- 
vey of dealer-contractors 
around the country shows 
the following averages: 


TRAINEES receive $50 to 
$75 per week 


JUNIOR SALESMEN are 
paid $90 to $100 per week 


with quotas set at about 
$1000 in volume 


SENIOR SALESMEN work- 
ing on commission basis re- 
ceive from low of 2 percent 
on some equipment to as 
much as 15 percent on 
other types. Within this 
range are sliding scales, 
bonuses, split commissions, 
ete. 


instruction, is an investment by the 
company. Upon hiring this person 
it should be pointed out that in order 
for him to reach the income level of 
a good salesman, he is expected to 
make an investment of his own 
Thus, the work he performs is pri- 
marily creating good will for the 
company by keeping customers con 
tented. It could be pointed out that 
he would be required to examine an 
installation soon after its completion 
to be sure the customer is satisfied, 
instruct the customer in the use of 
the equipment and find out from the 
customer the names of people who 
may be interested in equipment the 


handles. This 


using the trainee’s services to as good 


company would be 


advantage as possible, at the same 
time exposing him to sales opportun- 
ities. Such a trainee should expect 
to receive a minimum salary during 
this initial training period. However, 
if the company covers a large ter 
ritory, the salary and car expenses 


method of payment could be used 


Survey Reveals Pay Standards 


In checking with a number of 
different 


country and in large and small cities, 


dealers in parts of the 
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Artisan has found that 


between $50 and 


American 
trainees receive 
wee k. 


being paid from $90 to $100 a week 


$75 a Junior salesmen are 
with quotas set at around $1000 in 
volume 

Senior salesme! working on a 
commission basis. vary from a low 
of 2 percent on some equipment to 
other 
types. Within this wide range of com- 
sliding 


bonuses tor developir y, a le id. split 


as much as 15 percent for 


scales, 


mission payments are 
commissions and the platform from 
which — the commissior is figured 


Busine ss execulive who have 


made extensive studies find that a 
business’ dire il sts should 


t Thus. sales 


not exceed 

men’s compensal 
based on the 
method of operatir 
consumes about 
budget, the numl 
nished a salesma 


ing less « 


invassil 


A PANELIST SAYS: 


Charles H. John 
Novotny & Son, Gary, Ind. 
“This is the 


we use for oul salesmer 


Novotny, 
ompt nsation pl i! 


nace installations, 
replacement only 
modernization of 

pay 8 percent when the 
provided by the office and 
cent when the salesmar 

his own lead. On summer 
ditioning we pay 

the lead is provided 

and 9 percent whet 

develops his own lead 

version work we pay 

when the lead is provided by the 
office or ve salesman de 


velops his own lead We have 


customer 


whe n 
participation plan in 
which we pay previous customers 
2 percent of the selling price for 
sending us prospects who eventu 
ally purchase systems from us. Ws 
pay our salesmen a $50 draw pet 
week and pay commissions less 


draw once a month.” 


AMERICAN ARTISAN, MARCH 


If this method of obtaining leads is 
used, the commission percentage is 
lower than if the leads are obtained 
from direct canvassing by the sales- 
man. In general, the commission 
paid a salesman for a heating sale 
would be 


cooling equipment costs are 


about & percent. Because 
higher. 
the salesman’s commission amounts 


to about 4 percent of the sale. 


Use Cost Price as Basis? 


The percentages quoted above for 
determining the salesman’s commis- 
sion are based on the selling price 
of the job. This figure is included 
in the to obtain the 


markup price 


quotation figure. However, some 


dealers pay a higher percentage but 
base their commission rates on the 
cost price of the installation. An ex- 
ample of this method would include 
the cost of all equipment, parts and 


labor. 


@e-c . . ‘ 
$550 and the commission rate is 12 


Assuming this amounted to 


percent, 866 would be added as sales 
bringing the cost to 
To the $616 would be added 


the cartage 


commission, 
$616 
costs, permit fees, serv- 
ice reserve. overhead and profit. This 
method has been used to help main- 
accounting 


tain an accurate cost 


system 


Split The Job Profit? 


Another method of paying sales- 
men is the participation plan where 
a dealer shares the job profit equally 
with the salesman. In a sample case, 
a job was sold for $1000 for which 
the direct costs were $650. leaving 
a gross profit of $350. The dealer 
would subtract his estimated over- 
head of $200 (20 percent), leaving 
a net profit of $150. Dividing this 
equally between salesman and 
pany, the commission would be 

Still another method of compen- 
sation is used where the salesman 
not only sells the job but also does 
all the engineering and designing 
and supervises the job. This type of 
salesman of course receives a higher 
commission rate than other types be- 
cause some of the services performed 
would be handled by other company 


employees whose salaries would be 





Define Salesmen’s Status 
to Determine Their Pay 


entire selling operatiogy trains 

checks progress and formu- 
plans; is considered age- 
paid as such 


n with company severe 
most business; know th 
get leads, sell prosp 
ar instaliation instructio 


straight commission 


ar : paratively "Rew, know 
ling but need experience in 
sal@ay should be paid fair sale 

sion for exceeding quota 


ob 


- unknown quantities, still 


in office and sent out on 
calls on customers and on 
calls with top salesmen. Should be 
imum salary plus car expenses 
ing training period 


included in the overhead costs of 
doing business. If this type of sales- 
man locates the prospect, develops 
the lead into a sale, completes the en- 
gineering work and checks the job 
after completion, he will often receive 


as much as 15 percent commission. 


Bonus Spurs Slack Time Sales 


Dealers with aggressive sales de- 
partments take special steps to main- 
tain their sales volumes during slow 
seasons by offering a bonus to sales- 
men who exceed an assigned quota. 
This quota is generally based on the 
amount of business handled during 
the same period the year before. The 


same commission rate is paid, but 
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additional prizes, either cash or ma- 
terial. are offered. The whole sales 
force is encouraged to earn some part 
of the bonus. Usually, everyone ex- 
ceeding the quota receives some form 


of bonus, and the salesman re- 


DEALERS WHO HAVE STUDIED sales 


training realize that every man em 
ployed as a salesman represents a 


These deal 


ers strive to obtain the highest per 


considerable investment 


centage of return possible. They are 
ontent to pay the salesmen high in- 
comes because they realize that a 
high income is reflected in a high 
business volume and a better return 
on the training investment and ad- 
vertising expenditures. 

Locating the right man for the job 
is the result of a carefully prepared 
and executed plan. Such a plan is 
not put into high gear immediately 


on the need for another salesman: 
rather, it is the result of a complete 
canvass of many sources to uncove! 
the right man. 

sales 


Candidates for a position 


may be found by: 


sponsible for the highest volume of 
sales above his quota receives a cor- 


respondingly more valuable award. 


Include Family in Rewards 


Greater effort by the sales force 
seems to be prompted when the high 
est award includes something of 
benefit to the salesman’s family. One 
of the most effective prizes is a paid 
in lude radios. 


Vacation; others 


portable television sets, beach and 
picnic equipment and luggage. 
In summarizing compensation 
plans it is advisable to consider these 


three points: 


1) Base pay an amount that 
will assure enough income for the 
employee to pay his bills and live 
modestly 


2) Incentive pay an 


amount 
that will enable the employee to ob 
tain things he cannot purchase from 
his base pay 

3) Bonus pay an amount that 
will enable the employee to live 
above the timit set by base pay dut 
ing periods when business is gen 
erally slow, or will provide an op 
portunity to earn some prize he may 
not normally be able to purchase for 
himself and his family, from incen 


tive pay 


Inside your organization or through personal contacts 


1. Recommendations by your 
salesmen and others who 
are in the field 
Recommendations of rep- 
resentatives 
wholesaler, 
or factory 


from your 
manufacturer 


3. Prospecting other fields at 
civic and business club 
meetings. 
Posting signs 
windows 


in display 


Transferring employees 
from other departments 


Outside sources available by request or investigation 


1. Newspaper display ads or 
classified advertising 

2. Colleges, 
tions, 


trade associa- 
chambers of com- 
merce and high schools 

te a eer 


1) Talking with wholesalers’ sales 


men, manufacturers’ 


representatives 
and factory salesmen who often learn 


about a salesman with experience 


who is seeking a change 


2) Alerting the present sales staff 


to be on the lookout for other sales 


A PANELIST 


L. A. MeKnight, Atlas-Butler, 

Inc., Columbus, O. 

“[ have studied the articles 
sent me on modernization and feel 
that you are offering some excel- 
lent thoughts on a subject which 
is one of the most important in 
our business today. We use a post- 


installation check up system which 


- * . * * 7 ® * 


fe wee 


3. Qualified 
agencies 
4. ‘Situations wanted’’ 
umns 


employment 


col- 
in newspaper and 
trade magazine want ads 


looking for a 


men who are better 
opportunity, 


the lds 


civie and business club meetings 


>) Prospecting other 


1) Canvassing colleges. trade as 


sociations. chambers of 


commenrce 


and even high schools 


SAYS: 


is performed by the salesman after 
the job is complete. He reports, on 
a form provided, on the various 


aspects suc h as workmanship, per 


formance and whether or not there 


is an opportunity to sell the cus 
tomer or any of his friends o1 


neighbors some additional met 


chandise.” 
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IMPRESSIONS FROM INTERVIEW with pro- 
spective salesman can be tabulated and analyzed 
on sheet such as this, designed to help paint a 
clear picture of the candidate with regard to 
your needs 


APPLICATION FORM for interviews supplies back- 
ground material and provides the facts needed to supple- 
ment information gathered in interview 


»} Reading newspaper 
wanted” ads both 
nearby communities 
6) Running a 
hed ad to reach salesmer 
not indicated to anyone 
ire available. (If a 
used, be ¢ xplic it on every point 
in ad should have i headi 


strong opening, list qualifi 


nstructions 


compensation and 
contacting the 


» 
i} Posting Signs in 


compar \ 
display w 
dows. Neighbors and pedestrians se 
the signs and may know others who 
are in the market for selling jobs 

8) Retain employme nt agencies to 
pre-screen people from their files of 
candidates who closely meet the job 
requirements, 

When 


keep in mind the three essential chat 


interviewing applicants 


acteristics the right man must have 
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skill, personality and knowledg: 


Each is equally Important 


Skill Reflects Ability 
Skill is defined as the 


things efficiently. 


ibility to do 
In salesmen this re- 
quires the ability to think ahead of 
the prospect and to present points in 
an orderly manner. vet be versatile 


enough to deviate smoothly when a 


prospect presents an unexpected 


Skill can be 


qualities: 


question broken down 


into tour initiative and 


enerey, responsiveness, resourceful- 


ness, and tact 


Personality Puts Story Across 


The salesman’s personality is en- 
tirely responsible for the impression 
he makes on his prospect. He must 


show that he is interested in his 


likes 


sood but not overwhelming sense of 


prospect, people, displays a 
humor, and has the ability to de- 
scribe verbally products and _ situa- 
tions with which the prospect is en- 
tirely unfamiliar. Wrapped up in the 
sales personality will be found: 1) 


2) intelli- 


confidence, 2) character, 3) 


gence, and 4) appearance. 


Knowledge Instills Confidence 


defined as 


Knowledge can be 
familiarity with the industry, its 
products and their uses. The sales- 
man must be able to impress the 
prospect with his confidence based 
on exposure to similar situations in 
the past. Knowledge is based on two 
independent characteristics: 1) ex- 
perience and 2) education. 

Dealers should test each applicant's 


response to questions based on the 





characteristics which produce skill, 
personality and knowledge. Further 
definition of these characteristics will 
help expose the one applicant who 
will serve the company better than 
the others. A breakdown of defini- 
tions for the classifications would be 


something like this: 


Check Applicant Out 


a) Initiative and energy gen- 


erally based on the applicant’s 
mental and 


healthy, 


physical condition. A 
well-adjusted man will be 
willing to plan ahead and be active. 

hb) Responsiveness his ability 


to analyze a situation quickly and 


initiate aggressive steps to achieve 


command of the situation 


A PANELIST SAYS: 


E. C. Fox, Hager-Fox Heating 
and Refrigeration Co., Lan- 
sing, Mich. 

“Today's selling requires en- 
thusiasm, confidence, and experi- 
ence. Clear-cut proposals and sys- 
tematic estimating are very impor- 
tant. Your pay standards are real- 
As to train- 


ing of salesmen, this definitely re- 


istic in my opinion. 


quires a step-by-step system as you 
have outlined.” 


* 


c) Resourcefulness the ability 
to create, organize and apply knowl- 
edge of his product to serve his com- 
pany and its prospects best. 

d) Tact 


to match the moods of prospects, to 


the use of diplomacy 


win their confidence and complete 
approval for the proposed equipment 
and installation, and to overcome 
buying objec tions, 

e) Confidence the tempo of 
conversation, presentation of positive 
points of view and businesslike ap 
proach which impress the prospect 

) Character reveals the sales- 
man’s morals and is responsible for 
a prospect's evaluation of the sales- 
man's reliability and integrity 

g) Intelligence sood judgment 
and common sense, a product of his 
knowledge of what is going on in his 


industry and the world in general. 


h) Appearance the salesman 


must be neat, reasonably conserva- 
tive and clean. Every move should re 
flect an awareness that the impres 
sion he presents is representative of 
the care and attention given to the 
work performed for the prospect. 

i) Experience reflected by con- 


fident recommendations based on 
previous simiiar jobs and an interest 
in the work he is doing. 

i) Education not only the 
formal schooling received but also 
the manner in which it is used. Care- 
ful inquiries will show if the appli- 
cant is willing to continue to learn 


new ideas and apply them 


Take Time in Interview 


Selection of an applicant to fill 
a sales position should be made only 
after careful investigation into the 
man’s background. Remember that 
good salesmen are not born, they are 
cultivated, and their development re- 
quires a considerable investment on 
the part of the dealer. Therefore, the 
time spent in selecting the man who 
appears to have the best qualifica- 
tions is well spent. The selection can 
not be based on snap judgment. 
The first step in selecting a sales- 
man is the interview, where many 
of the 10 basic characteristics can be 


evaluated. If possible, put the appli- 


- os * * * « 


A PANELIST SAYS: 


avh 


A. Wurtzel, 
Heating & Appliance Co., 


Harry Freeport 

Freeport, Ill. 

“The heating plant is ‘the heart 
of the home,’ and these articles 
on modernization certainly point 
out every bit of necessary informa 
tion needed by a dealer to push 
this type of business. You chal 
lenge our industry to show the 
home owner what wonderful im 
provement can be made in_ his 


living comfort.” 


cant at ease by inviting him into the 
offices 


mosph« re of 


private where there is an at 
confidence and inti 
macy. Avoid any indication of a hur- 
ried conference remember, sele« 
tion of the right man can mean much 
more to the company than the few 
minutes gained from rushing an ir 
terview 

Usually it is advisable to inform 
the applicant that some of the ques 
tions asked will be pe rsonal, but that 
the answers are needed to select the 
right man for the job. It is also well 
to point out that his questions ibout 
the company and the job are im 
portant and that they will be an 


swered as accurately as 


possible, 


without going into great detail 


(Questions should be worded to ob 


tain “yes or “no answers when- 


ever practical The questions listed 
separately in this article are exam 
ples for interviewing applicants for 
sales positions. 

At the conclusion of the interview. 


quickly 


civen. make notes (mentally orona 


summarize the information 
note pad) of the 


points that need 
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further clarification or investigation 
ell the applicant about the com- 
pany's method of operation, its his 
tory and potential and about the 
place he would have in the overall 
picture. Never make a decision at 
the conclusion of the first interview 
Inform the applicant that a decisior 
is not to be made until some specifi 
time and that he can expect to hear 
from the company at that time 
Soon after the interview has been 
terminated, it is advisable to check 


his past record. Letters, phone calls 
and personal contact with previous 
employers are the best ways to verify 
the information provided during th 
Keep the 
fidential if the applicant ha 
quested it, but be sure there 


interview. interview or 


good reason for his request j 
handled 


making inquiries without 


of this nature can be 
reve alir 5S 
the actual reason behind the requ 


for information 


Weigh All Qualifications 


No job applicant will fill the jol 
requirements exactly. Therefore, the 
characteristics of each man must be 
weighed to ascertain which applicant 
will come closest to filling the 
best in the shortest period. When th 
decision has been reached. ask th 
applicant to return to the offic 
again. (By now it may be his third 
Tell him whet 


was Sé lecte ad he 


or fourth interview 
he arrives that he 
i Name 


cations he has.) Then point out the 


cause . ill of the qual n 
weak points and tell him how they 
can be corrected, with the company’s 
assistance. Review the company’s 
poli ies so that he will be able to 
direct his efforts along productive 
lines. 

After the man has been hired, 
write all other candidates that the 
job is filled and that their applica 
tions are being hiled for review wher 
the next opening occurs. Candidates 
for jobs think highly of people (and 
companies) who were thoughtful and 
A file of possible 
candidates has often paid off in ob- 


courteous to them 
taining good employees and saves 


the work involved later on when in- 


terviews are again being conducted 
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The basic training period 


in which lasting ideas are 


formed is the 


most im- 


portant phase of a sales- 


Train 


some 


man’s 


career. Here are 


valuable pointers 


which will minimize con- 


Nalesmen 


fusion. 


stress positive 


steps and eliminate waste 


motion 


uch like fighter 
of each 


mission depends on how they utilize 


SALDOSMEN ARE very n 


pilots The success or failure 


their own initiative alone and with- 


out aid to successfully win an en 
gagement. Much of the fighter pilot's 
resourcefulness comes from his train- 
ng; the same is true with the sales- 
man. The basic training is most es 
sential, but constant and proper 
supervision is the advance training 
that is responsible for the achieve- 
ment of better than average business 
volume 

The training given a new sales 
man will depend upon his back- 
ground. Perhaps he has had previous 
sales experience in another he ld, or 
he may be starting with virtually no 
experience, Even if he has been sell- 
ing heating and cooling equipment 
for many years he will need an in- 
troduction to his new job. 


The basic training of all salesmen 


begins with instruction on the prod- 
ucts they will sell. All of the equip- 
ment must be explained in detail and 
its sales features pointed out. Com- 
parison should be made with com- 
peting products, and their features 
and disadvantages discussed. The 
market the portion that is best 
suited to modernization is de- 
scribed so that the best prospects can 
be quickly recognized. The various 
types of prospects are reviewed, in- 
cluding those who can afford a mod- 
ernization job (even though the 
prospect may not be aware that he 
can) as well as those that are finan- 
cially unable to assume such an 
added cost, even with the aid of 
time payments. For the salesman ex- 
perienced in heating and cooling 
sales, the objective of this approach 
is to acquaint him with company 
policies and to save him time while 


he is learning the fine points of sell- 
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ing a particular line of equipment 


to a particular group of prospects. 


Gives Employee Confidence 


Such an approach to basic selling 
when a salesman first joins a company 
will make him a better employee be- 
cause it gives him confidence when 
he needs it most. His work will fit in- 
to the existing pattern with less inter- 
ference from problems that can de- 
velop when he is unfamiliar with 
company routine. Lack of proper 
training cheats the salesman out of 
commissions that are lost because he 
is spending his time feeling his way 
into company procedures, and it also 
results in a lower business volume 
for the company. 

Basic training for all salesmen 
should include a day with a service- 
man who is making calls, another 
day with an installing crew, a half 
day in the shop, a half day in the 
office going over engineering tech- 
niques and, as soon as possible, a 
trip to the major equipment manu- 
facturer’s factory. 

With a background in how the 
other departments operate, the new 
salesman should be taken over the 
routine of a typical day in a sales- 
man’s life the morning check-in. 
examination of the calls scheduled 
for the day. telephone calls to verily 
appointments, answering of mail, in- 
structions to office staff for follow- 
up on sales turned in and other daily 
routine. The new salesman should 
go with the company’s most produc- 
tive salesman for the remainder of 
the day as an observer only. How- 
ever, he could assist the senior sales- 
man in making a survey of the 
prospect's home preparatory to de- 
termining the heat loss. 

When at the prospect’s home, he 


Here's a Sample Schedule for New 
Salesman’s 10-Day Basic Training Program 


FIRST WEEK 


MONDAY 
various types of work 


TUESDAY Field trip with 


WEDNESDAY | office 


Half day following 


THURSDAY 


salesman 





should remain in the background 
listening to the sales presentation, 
the method of answering prospect 
inquiries, the closing of the sale and 
the signing of the contract. 

When they return to the office. 
the senior salesman should review 


the sales presentation for the new 


A PANELIST SAYS: 


H. W. Meggs, Rose City Sheet 
Metal Works, New Castle, 
Ind. 

“In looking over the material 
in your articles, | find a wealth of 
fertile soil from which interesting 
thoughts can be harvested and de- 
veloped into helpful suggestions. 
Your check-lists plow deep into 
rich areas where business potential 


is smouldering.” 


* 


As many calls as possible with 
competent serviceman doing 


installation 
crew to observe procedures 


Half day in shop, half day in 
learning engineering 
techniques (or trip to factory) 
routine 
work of salesmen, afternoon 
of sales calls with productive 


Sales call with another sales- 
man to learn different tech- 
nique or another type of sale 


SECOND WEEK 


Full day with senior salesman 
plus night call when the sales 
technique differs 


Call (with senior salesman) to 
sell a difficult prospect 


Sole calls on recent customers* 
to give instructions, and to 
hear complaints 


Calls on old customers to dis- 
cuss remodeling or adding new 
equipment 


Preparation of “‘canned"’ sales 
presentation and review of 
basic training 





man with emphasis on points that 
were effective in closing the sale and 
methods used to guide the prospect's 
thinking 
and to 


iround unessential points 
remove questions trom his 
thoughts 

Inexperienced salesmen will re 
quire additional training; however, 
the introduction period should closely 
parallel that for the indoctrination of 
Additional 


could continue with more 


in experienced salesman 
training 
calls made with a senior salesman 
The next day would start with a 
second call made by the same senior 
salesman who would select an en 
tirely different type of prospect. (If 
desired, the trainee could be sent 
with a second senior salesman to ob 
serve another type of effective ap- 
proach.) The third day out with a 
salesman instructor could include a 
night call to bring out the essential 
differences involved in this type of 
selling. The rehash of the sales ap- 
proach and procedure could be made 
on the morning following the night 
call. 

The fourth day of exposure to sell- 
ing techniques should include a call 
difficult 


prospect, where it seems certain the 


on a definitely 


known 
closing of a sale is almost out of the 


question. The method of handling 


this type of prospect and the manner 
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SALES TRAINING SESSIONS supply answers to new man’s ques- 


tions, acquaint him with new ideas and typical problems and help 
him know his fellow salesmen 


of concluding the 
important. Many of 
mav ultimately de¢ 
the company, and 
handled In a mannet 
the door open for 
return and restate 
trainee should b 


lo lose some sales 


prospe 
that the company 
} 


j 


iis welfare and w 


to serve him 


Call on Recent Customer 


st 


A PANELIST SAYS: 


Robert L. Ferrell, Farnsworth 
Heating & Supply Co., Bris- 
tol, Tenn. 

“Spt aking as 

sulting engineet 

ind air conditioni: 

sales enginect with 

perience in promo 

the modernization field 

owner of an established 

company, | offer my 
tions on the thoroughne 
articles and the manner 


they are presented.” 
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man to call on customers whose jobs 


have recently been completed. Live 
the trainee four or five of these and 
indicate that a report is expected on 
each. His job will be to see that the 
customer is instructed in the use of 
the equipment and is satisfied with 
the performance and installation. If 
mechanical adjustments are  neces- 
sary he is to report them by tele- 
phone to the office 

The trainee should be briefed on 
questions that he is to ask of these 
customers. The questions should be 
worded so that the trainee will ob- 
tain “conversation omments” that 
will enable him to talk with prospects 
he later contacts. He should also 
learn what prospects want to know 
so that he can obtain information for 
his own presentation and closing. 

The ninth day’s assignment would 
be to contact several customers who 
had made purchases a number of 
vears ago. He would be expected to 
call on these people (after making 
sure they will be at home) and dis- 
cuss with them the possibility of re- 
pl icing some of the older equipment, 
relocating the thermostat, adding a 
humidifier, arranging for an annual 
service contract, selling a furnace 
cleaning job or purchasing a new 
type of air diffuser or some other 
new component. This assignment will 
give him a chance to work on his 
own, to find opportunities for addi- 


tional talking points to include in his 


sales presentation. It will also help 


give him confidence. 


Prepare “Canned” Sales Talk 


The tenth day would be best spent 
in having the trainee prepare a 
“canned” presentation, discussing it, 
revising it and reviewing it. This day 
could also be well spent in reviewing 
and enlarging upon many of the 
points covered during the nine pre- 
vious days and showing how all of 
the company’s operations are based 
around the sales department. 

The 10 day sales training course 
outlined here is only an example; it 
can be enlarged upon or shortened 
at a dealer's discretion. However, the 
training program should never be 
considered finished. Sales volume has 
been proven to be directly related 
to the supervision and direction pro- 
vided by management. 

The main objective of every sales 
department, large or small, is to 
sell the company, its workmanship 
and the products it handles so com- 
pletely that the prospect who becomes 
a customer also becomes a_ booster 
for the company. Supervision and di- 
rection by management keeps this 
responsibility before the salesmen at 
every turn. It has been said that a 
head of a sales department must per- 
form four functions to properly 
achieve the best efficiency from his 
salesmen. These functions are: 1) 
knowing the job and what is to be 
expected from each salesman accord- 
ing to his ability and experience; 
2) making sure the salesmen know 


their jobs and what is expected of 
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them; 3) 
men or an 


knowing when the sales- 
individual salesman is 
doing better than expected; and 4) 
letting the salesmen know that their 
individual performance records are 


known. 


Plan Weekly Meetings 
calls for 


weekly sales meetings. Monday morn- 


Supervising salesmen 
ing is considered best because the 
whole week is ahead for the enthusi- 
asm of the meeting to carry over. 
should be well 
planned, but not over an 
length. 

The objective of every sales meet- 


Sales meetings 


hour in 


ing should be to inspire the salesmen 
and to stimulate their ambition to 
raise the business volume. Meetings 
should be varied to make them in- 
teresting. Have outside speakers in 


to address the group even if it’s 


" “A i. 
me i r 


ahs BOA. 


PUBLIC RELATIONS is valu- 
able function of 
Assuring 
satisfaction by 
equipment Operation paves way 
for future sales 


serviceman 
complete customer 


explanation of 
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a small one because it gives sales- 
men the impression that they are im- 
portant enough to receive this atten- 
tion. Props and visual aids are im- 
portant to create a change in atmos- 
phere. Participation of all parties is 
also important. When a salesman tells 
of an experience, it often helps other 
salesmen faced with a similar situa- 
tion. Questions should be encouraged. 
Daily follow-up is an important 
supervisory step. Such a system will 
quickly locate causes for failure to 
complete a sale, so that the sales- 
man having difficulty can be helped 
without delay. It may be necessary 
to go along on several calls to locate 
the trouble spot in a presentation or 
closing approac h. Work out a dif- 
ferent approach to eliminate the 
weak spot. Use guidance rather than 
criticism to overcome difficulties. 


Schedule Saves Time 


A schedule for calls often helps to 
use sales time to the best advantage. 


When a city 


possible to set up territories for the 


is large enough it is 


salesmen. This also helps to cut travel 
time between calls to a minimum. 
When salesmen are not assigned to a 
territory, the allocation of prospect 


leads is complicated by the necessity 


of avoiding partiality. The best 
method of distributing sales leads 
must be carefully worked out and 
understood by all the parties con- 
cerned. 

Sales objectives should be set for 
each month and_ each 
should know the share he is ex- 


pected to produce. Pricing schedules 


salesman 


should be periodically reviewed and 
necessary changes made. An occa- 
sional check of salesmen’s kits should 
be made. Those sales tools not being 
used to their best advantage should 
be reviewed, and the salesman en- 
couraged to use them in the manner 
intended. 

In training salesmen these points 
must be periodically covered and 
can be used as subject guides for 
sales meetings: 

Effective Sales Approaches 

Presentations That Sell 

Overcoming Objections 

Closing Techniques 

Prospect Follow-l p 

Correcting Mistakes 

Productive Canvassing 

Product Knowledge 

Equipment Selection 

Pricing Techniques 

Self-Management 

Using Users 


Field Demonstrations 


Let Servicemen Double 


As Prospectors for Leads 


Don’t sell short one of the best sources for leads 


in your organization ... put your serviceman 


on the selling team, and give him an incentive 


to produce modernization sales 


THE FINEST SALES STAFF in the world 
work 


prospects for 


must hard to uncover good 


modernization work. 
The prospect must first be located; 
then the strongest reason why the 
existing system should be modern- 
ized must be determined. Finally, the 


prospect must be guided toward a 


decision to have modernization work 
done at this time. 

The man who has many answers 
to this sales problem is an employee 
of every dealer — he is the service- 
man. He is called when equipment 
isn't performing properly, which in 


itself can be an outstanding  areu- 
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ment for modernization. The service 





customer has revealed himself as a 
potential modernization prospect by 
showing that he is aware of the 
limited ability of the equipment he 
has and that it is in need of attention 

Servicemen, in general, prefer to 
be mechanics. They like 
with tools and are inclined to talk to 


working 


customers only about the mechanical 
operation of equipment. They feel 
sure of themselves as mechanics and 
are firmly convinced that they are 
not and cannot be salesmen. Of 
course, that’s the nature of people 
and it’s a good thing for some to like 
one type of work and others to favor 


another type 


Dealer Is Challenged 


Che managerial ability of a dealer 


challenged but 


there is no challenge any 


is constantly be ng 
greater 
than to turn servicemen into part 
Many dealers have 


tried it. but some have failed be 


time salesmer 
cause several factors ire 
in achieving this objective The 
dealer must have a thorough unde 
standing of the serviceman’s inter 
ests, limitations and psychological 


point of view Efforts to use the serv 


icemen as additional salesmen must 
be pursued carefully and contin 
uously. 

To te ich servicemen to recognize 


a potential prospect, dealers can fol- 
low this eight point program 

1) Challenge them to us their 
knowledge to judge the fitness of the 
equipment they repair or of the type 
of system being used to supply heat 
to the building. or to recommend 
cooling to provide true vear ‘round 


comfort for the customer 


A PANELIST SAYS: 





Walter A. Peterson 
and Kenneth Epperson, 
Baker Heating & Air Con- 
ditioning Co., Toledo, O. 


(above ) 


+ * ” . * * * . * 


2) Teac h 


calculating heat loss or heat gain. 


them the elements of 


3) Invite them to attend sales 
meetings and to participate. 

1) Offer an incentive plan that 
makes it hard for them to pass up a 
bonus for turning in names of pros- 
pects who become customers. 

5) Show films that illustrate how 
a serviceman can do the customer. 
the company and himself a favor by 
recognizing a need for heating and 
cooling equipment 

6) Instruct them in the elements 
of selling by showing how salesmen 
play up the features of the equipment 
being handled. 

7) Talk sales at every opportu- 
nity; develop an enthusiasm for see- 
ing sales rise because of their efforts. 
8) Demonstrate—by going on the 
iob with the serviceman—how. bv 
being alert. he can easily recognize 
many places where modernization is 


needed. 


Salesman takes the ball from serviceman 
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“The articles sent us are well 
prepared by a person well ac- 
quainted with the problems of 
selecting and training salesmen. 
We especially agree with the arti- 
cle referring to the potential, and 
means of compensation, for serv- 
ice personnel. A serviceman may 
be quite proficient in the perform- 
ance of his job, but he could 
easily be spoiled by attempting to 
interest him in sales if he isn’t 
properly trained in the relation- 
ship between sales and service 
work.” 


om a * * ¥ * * * 


Customers Trust Mechanics 


Service customers are inclined to 
have confidence in the advice of a 
mechanic. The natural distrust that 
many people have of salesmen isn’t 
evident when talking with a mechan- 
ic. A mechanic often recognizes this 
and is very conservative in making 
recommendations. But if he can be 
taught to look beyond the mechanical 
aspect of the installation and think 
about the intangible subject of com- 
fort, he will soon be inclined to make 
recommendations that can easily be 
converted into sales by the experi- 
enced salesman. 

Sales made on this basis often re- 
sult in better customers because the 
element of trust has been built into 
the modernization job. The points of 
view of both a mechanic and an engi- 
neer are included in such a sale and 
there is far less chance that the serv- 
ice customer will call in another com- 
pany for quotations before becoming 
a modernization customer. 

Compensating servicemen for the 
sales completed is a very difficult 
procedure if each party involved is 
to be paid according to his own con- 
tribution. The method of payment 
must take into consideration that all 
servicemen do not have the same 
sales opportunities. Those assigned to 
areas where new houses are more 
numerous than older houses have 
fewer chances to make sales. Service- 
men who work in parts of the city 
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where wealthier people live will have 
vreater opportunities than the men 
assigned to areas where many people 


rent their homes or have low incomes 


Closing Left to Salesman 


Another problem that must be con- 
sidered in setting up a compensation 
plan for servicemen is the size of the 
work the 


serviceman has been required to do 


sale and the amount of 
If he turns in a lead for a new fur 
nace, with duct revisions and more 
supply openings. but leaves the sell 
ing of the job to the salesman, this 
cannot be considered as a sale closed 
by the serviceman. The salesman’s 
work will still be cut out for him, al- 
though the closing of the sale may 
become much easier because of the 
serviceman’ conversation with the 


prospect. However, the serviceman 
has turned up a lead that wasn’t un 
covered by the company’s advertis 
ing. In such a case, the salesman 
should be paid at the usual rate for 
furnished 


lead. The serviceman could receive 


a sale resulting from a 


a rate equal to one-third of the 
amount the company spends to reach 
a prospect. 

As an example of this type of pay- 
ment, suppose the company spends 
> percent for developing sales leads 
and pays the salesman 10 percent for 
making a sale completed from a lead 
In the case outlined above. the sales- 
man would receive his usual 10 per- 
cent and the serviceman would re 
ceive 1 percent of the sale. It should 
be remembered that the serviceman 
would not have uncovered the lead 
if he had not been sent to the pros- 
pect’s home for a service call. 

The above payment plan would 
not be applicable where the amount 


of the sale was small. Suppose a serv- 


9? 





iceman had been called to adjust a 
furnace, and was able to determine 
that the domestic hot heater 


was due for replacement. In his con 


water 


versation with the service custome 
he pointed out the need for a new 
(or larger) water heater. If he quoted 
a price (based on a pricing chart 
and product literature) and received 


should ret 


ceive the full commission paid for 


approval for the sale, he 


this type of equipment 
It should be 


isn't the amount paid the serviceman 


pointed out that il 


that’s important it's the additional 


A PANELIST SAYs: 





Joseph C. Sloane, Sloane Heat- 
ing & Air Conditioning Co.. 
Lansing, Mich. 
“[ have studied the articles ot 

how to bid modernization jobs and 

how to install modernization jobs 

a number of 


times and believe 


thev serve as an excellent basis 
for training salesmen as well as 
others in how to install high qual 
ity and 


profitable jobs in the 


modernization field.” 


sales volume. with its usual rate of 
profit to the company. that is im 
portant. Regardl ss of who makes the 


sale, the full 
cost should be paid to the person OF 


amount of the sales 
persons responsible for the sale 
Few dealers pay any sales com- 


mission for the replacement parts 


call; 
a potential sale 


required on a normal service 
its for recognizing 
that commissions are paid 

Some dealers prefer to set a stand 
ard bonus for leads based on the 


dollar volume of the sale. For in- 


stances 


a serviceman may receive $10 
for each furnace sale resulting from 
his lead: 


conditioner sold because of his pros 


ane 
or $15 for each summer air 


pecting; or $5 for each domestic hot 
water heater, incinerator, humidifier. 
dehumidifier, gutter and downspout 
job, window air conditioner, et 


~~ 


$7.50 for each electrostatic air filter 
or zone control svstem: and S$? 50 for 
each kitchen fan 


ventilating hood, 


thermostat. kitche: 
humidistat vermi 
cidal lamp roof ventilator o1 flashing 


job 


Some Pay Sliding Scale 


Other dealers pay a flat 


commis 
sion of 5 percent on all sales: stil 
others have adopted a sliding scal 
of commissions that can be varied 


during the vear to put emphasis 


certain types of work. Changes it 
the sl ding seal ire usually in 
nounced at i sales meetin where 


‘ood sales points are reviewed This 
rives the servicemen the chance to 
“talk up the equipment during 
periods when the public is most in 


terested in a certain item. For ir 


during the Christmas seasor 


stance, 
i family might be interested in buy 
ing an incinerator for the house. If 
there is a choice between an incin 
erator and a washer. drver, vacuum 
cleaner or other appliance, the advice 
of the serviceman to buy an incinera 
tor, because of its dav in and day 
out use, can very well mean extra 


sales volume during 


a period wher 
furnace sales are normally slow 

lo aid servicemen in surveving a 
customer's premises for possible sales 


le ids, 


check-list which includes the service 


some deale rs have used a 


customer s name and address and 
lists those 


cle ile r. 


Servicemen are 


products handled by the 
along with a rating seale 

required to turn 
the check-lists in along with the serv 
The check-lists then are 
passed on to the sales department 
for follow up or for filing if follow 


up is indicated for 


ee record 


a future date. 
Payment of servicemen can be ar 
ranged on a weekly, monthly, quar 
terly or annual basis. The volume of 
business resulting from servicemen’s 


sales should be used to determine the 
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method of payment best suited to Dealers using this technique usually when credited toward any prize the 
the company’s operation. If a ir obtain a catalog from a company serviceman has selected. 
nual basis is used, periodic posting of specializing in incentive prizes. The This method of compensating serv- 
each serviceman’s record and earn catalog will list from 100 to 500 icemen has an advantage in that it 
ings is advisable different prizes that may be earned usually develops the interest of the 
Some dealers have found that serv for a certain number of points. The serviceman’s wife because the prizes 
icemen will perform better when dealer will issue a list showing how represent some items that they may 
prizes are offered in place of | many points each sale will be worth be unable to buy from his earnings. 







How to Bid on 
Modernization Jobs 


The difference between a carefully-checked 
estimate and a ““guesstimate™ may 

be the difference between profit and loss. 
A review of these important points will assure = _ 


a fair profit and a reputation for quality work 


* 
good unless it S f fi | f ved) rule is to 
The most diff | s ssume the size of equipment needed, »* 
estimat I the ipproximatle number of 
Wipe it | ! ( sup] a I openings that will . 
hat the d f S| l swer the minimum needs of the air " 
1 order t listribution system, apply a formula 
contract. | estil tir I ) ree to these figures, calculate on the back ai 
i in t . ! s ot envelope. assume this figure as 
| * 
lair proht and to! die tl : I the ost involved, add the proht de 
volved in taki: { your sired and tell the prospect, “We'll do * 
inticipated expenses thie bia t for $720.” 
price becomes too high 1 as a * Gerdon J. Justen, Domestic 
result the job is lost to another dealer , xe ’ ‘ Sheet Metal Co.. Rocky 
alicia teed Miccieiel Te odie ile. i Hurried Estimates Have Faults River. Ohio. 
the job may be lost because the cus Estimates made under such hut ” “All home owners like to feel 
tomer feels the cost rulwe hs the ried circumstances have a number of " that their jobs require individual 
services promised and decides to de faults. some of which are: attention and in most cases are 
lay the project 1) The prospect is not impressed * willing to pay for it if the reasons 
There are practically as many that the job was figured fairly. He are explained to them and are 
wavs of bidding a job as there are mmediately assumes that a_ large . presented logically so that they 
dealers. Most of these methods are profit has been tacked on to the job » can understand them. The article 
not estimates they can be better because he has heard of other jobs on bidding modernization work is 
classified as “‘guesstimates” becaus« similar, so he thinks) where the ™ very well presented and will cer- 
the dealer is attempting to outguess price asked was a lot less , tainly help our industry immeas- 
his competitor's bid and at the sam 2) There are numerous operations urably if the suggestions given are 
time guess that he will make a profit involved; each, if overlooked, can * followed.” 
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cause a considerable reduction in the 
anticipated profit. 

$) There are countless ways to 
install a new duct or rearrange the 
old supply and return openings to 
achieve the best air distribution. A 
plan of the building is essential to 
see all the 


guesses cannot result in anything but 


various possibilities. Qui k 


a poor heating system. 

1) Lack of attention to engineer- 
ing requirements at the time of the 
sale indicates that the installation 
will be a hit-or-miss affair. 

5) W hen a dealer is faced by a 
prospect who says he has been of 
fered a lower price, the quick esti 
mate does not help him decide 
whether he can afford to let the sale 
go to the other bidder because it 
doesn’t show him what his actual 
costs are. 

6) Quick estimates are bound to 
overlook parts required, with the cost 
of these parts coming out of the an- 
ticipated profit. 

7) The 


estimates are as variable 


formulas used for quick 
as colors in 
a rainbow and their accuracy van- 
ishes just as fast. The formula that 
may have produced a profit on one 
or several jobs may actually result in 
a loss on what appears to be a simi- 


lar job. 


Base Estimate on Heat Loss 


There seems to be only one ac- 
curate way to estimate the cost of 
a job, and it entails a step-by-step 
procedure that begins with a careful 
heat loss estimate as a basis for siz- 
ing the equipment. After the equip 
ment is selected, a layout of the job 
followed by the use of 
an estimating form that is not only 
a check-list but also 


space for listing the costs involved, 


is necessary, 


provides a 


94 


the markup used, the selling price 


and a column for 


follow-through 
after a job has been completed. The 


follow-through indicates 


qui kly 
cases where costs have changed from 


the anticipated (estimated) 


costs. 
When a number of jobs show re- 
peated 


miscalculation, the formula 


used must be readjusted to bring 
the estimating procedure into ac- 
curate alignment. 

The estimating procedure as out- 
lined here has been tried and tested 
by a number of successful dealers 
who are looked upon by their fellow 
dealers as good businessmen because 
they decline any job where they 
cannot show the percentage of profit 
they feel they must have in order to 


operate their business. 


Start with Floor Plan 


The first step in estimating is to 
prepare a detailed outline of the floor 
plan. This outline is best prepared 
to scale on ruled paper. It should 
show dimensions of each room, loca- 
tion of supporting walls and beams, 
condition at infiltration points, height 
of rooms, door and window locations 
closet 


and dimensions, placement, 


” \PITEALES OF ., 
Hu ASTY BST, ATES 


Wikies feels cligaied — he’, 
doesn’t: trust ‘a quitk guéss 
about something. that ‘seems 
~o complicated ; 

Loo . winch margin, for error 
imfarge nunither 04 operations 

involyer ane ‘ 


Best ducthod ae ‘gip- distrib . 


tion ean ‘he overlooked , 


{risuifwiest attention can be 
devoted to wpah gnginegring 
‘dergils . ee : 
Quick estimate shave’ ito, pea 
sons< why, aca 4 seven costs 
“more 


ini italy; aisles ioc. 
must he paid fer dut of. prof 
~antticipated 


Parts .’ 


y 


Rujes of ‘ thumb, may ne Sy 
ply 16 all jobsy nits 
correcting errors. Bs 


‘ > 


A PANELIST SAYS: 


Cc. R. Wolfe, C. R. Wolfe Heat- 
ing Co., Middletown, N. Y. 
oa here are 


many items to be 


considered when estimating a 
modernization job. Your list is 
good We use a lor fer one, which 
1s completely revised to include 
idditional items brought to our 


ittention during a heating 


seasor 


chimney lo« ation, built-in hxtures 


and large furniture placement 
(whi h will limit new register open- 
ing locations), wall construction, in 
sulation characteristics, unexcavated 
spaces, first and second floor parti- 
tion wall locations (are they directly 
above each other?), and second floor 
rooms over unheated 


Next comes the 


garages. 

step-by-step cal- 
culation of the heat loss. The use of 
a well-designed work sheet is rec- 
ommended. The National Warm Air 
Heating and Air 


sociation has several detailed sheets 


Conditioning As 


designed as check-lists for estimating 
These 


into consideration the 


and duct sizing. sheets take 
procedures 
outlined in the association’s manuals 
which have been designed to make 
estimating and equipment selection 
as easy and accurate as practical 
The manuals are written in easy-to- 
understand language so that begin- 
ners in the field can quickly learn to 


follow the recommended procedures. 


Furnace Location Important 


In laying out the modernization 
job, it is advisable to locate the fur- 
nace as near the chimney as possible. 
The furnace 


should also be located 
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to avoid the use of long duct runs 
that will cause excessive static pres 
sure against the blower, which in 
turn will interfere with the heat dis 
Provide 


around the fur 


tribution — plan. adequate 
space 
yy riodic 


filters 


servicing ind 


Irv to place supply o , 
that they blanket exposed walls. wir 


dows and doors without causin 


When adding 


the second floor, ittempt to 


drafts extra runs te 
tion walls that are located one above 
the other, or closets that will hide 
the duct work. If it’s not pract il to 
use either partition 
the corner of a ro 
location 

After the lay 
system 1s complete 
sary materials and the 
Iv made tor 
important step 
ence between the 
ind mater 
charged for the 
result in either 
the dealer. The 
nd the lav 


off operation \ 
should be used 
ind should bec: 
the job’s permar 


ever;ry iob 


List Equipment Needed 


The take-off sheet 
equipment to bye 
the standard si 
well as the speci 
Standard fittings 
espe ially if 
is used. Dealer 
own fittings 
check the time required 
Wher 
employee rates are paid, the 


each fitting should b 


each type of fitting 


include the proper 

ished fitting. The 

spe ial fittings will have 

mated. This is one advanta 

paring a detailed layout at the be 
ginning of the estimate. If it is found 
that a number of special fittings are 
needed. a new lavout can be tried to 
see if standard fittings can be used 


instead. 
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Setting Up New Furnace 
Gas (assembled) 
Gas (non-assembled ) 


Smoke pipe 
Humidifier 


Supply Runs 


Cold Air Return 


Installing cold air grille 


furnace plenum 


Installing return duct droy 


Installing cross joist box 


Preparatory Work 
Base for furnace 
Wall openings (frame) 
Wall openings (plaster) 
Wall openings (brick) 
Wall openings (stone) 
Wall openings (concrete) 


Wiring 


Furnace controls 


Switch box and conduit 


Old Furnace Removal 
Cleaning up 


a number of factors 





Installing new box for existing return duct ........ 13 
Connecting existing return duct to new 


Modernization Installation and 
Labor Estimate 


Oil, large (150,000 Btuh and over) 

Oil, small (under 150,000 Btuh) 

Installing burner (gas or oil) 

Installing oil tank and lines (average) 

Gas piping from meter to burner (including 
regulator, pilot, control and safety valves) 

Installing electric controls 


2.0 
15 


Installing registers (floor, baseboard, side wall) .... 0.5 
Cutting and installing register boot 2.0 
New duct (round) from new plenum to box or boot .. 1.5 
New duct connections to existing warm airrun...... @8 
Installing run to second floor ..... re ee 


0.5 


1.0 
1.0 


Panning joist space for new return .............. Ld 


2.0 


Installing new return duct (round) 15 


6.0 
0.5 
15 
15 
3.0 
6.0 


Thermostat (includes installation) 2.5 


4.0 
4.3 


Dismantling furnace and piping ................ 40 


2.0 


Note: these figures are based on averages, and may vary, depending on 





When the 


has been made to the mimeographed 


take-off of equipment 


sheet, the cost of all materials is 


determined from cost or catalog 


take-off 


sheets and entered on the 
sheet opposite each item. 


A second printed (or mimeo- 


graphed) sheet is used to complete 
the estimate and is later used as a 
sheet. This sheet, 
known as the estimate sheet, contains 


recapitulation 
the cost price of the equipment used, 


electrical and piping costs, extra con- 


trols, drayage, permits, sales tax, 
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on page 95 for more complete 
outline). 

Other considerations that must be 
given to the labor estimate are: 1) 
the time it takes to get to the job 
from the shop; 2) loading and un 
loading time; 3) skill, accuracy and 
speed of the mechanics assigned; 4) 
whether or not car mileage will be 
paid because of distance from shop: 
and 5) whether tools being used 

financing charges. labor costs. over- cut holes in wood. plaster, concrete 


head, sales commission and estimated etc... are modern 
profit. Once these factors have been 


weighed and entered on the estimate CS. ee 
Studies Are Key to Labor Cost sheet, the a he totaled and USE FORMS AVAILABLE for 
: the selling price determined making complete and accurate es 
It should be mentioned that time In the accompanying example of timates which assure fair profit 
studies will help the dealer in esti the use of an estimating sheet, the and customer satisfaction 
mating how long it takes to cut equipment cost price is used to ob 


holes in floors, hang duct sections, in- tain the selling price. For the com Ing price o Une ling price was 


stall boots and _ registers. insulate pany operation shown here « idded the additional costs incurred 


(where required ), cut holes through ment cost represents 40. perce such as sales taxes, permit fees, et 


supporting masonry walls and_ the the selling price. The dealer using In the case of electrical and pip 


many other time consuming jobs in- this particular form figured the sell ing costs. these estimates were based 


volved in removing and low ating ing price by dividing the upon past experience on similar iobs 


equipment involved in modernization cost figure bv the factor 40 ar where outside tradesmen have been 


work. (See illustration of this form multiplying by 100 to obtain the sell called in to do the work 





Installation Skill Brings Fair Profit 


Qn Modernization Jobs 


Modernization work poses some new problems 
for dealer-contractors and their engineering and 
installation crews. A review of procedures which 
are peculiar to replacement and remodeling of 
existing equipment will reduce profit-consum- 
ing waste motion 





Successful modernization business 
is based on careful attention to details of erection . . . 


INSTALLING a modern heating system profit and become a source of annoy- Careful attention should be paid to 


in an old house is a challenge to the ance to the customer. A well trained the manner of working in the living 


ability and ingenuity of the man installing staff will go about the section of the house. Drop cloths 
who lays out the job and the crew work in a business-like way and com- should be laid wherever s¢ rap and 
that makes the installation. Wasted plete the job with the least amount refuse result from making holes in 
time can dissolve all the anticipated of inconvenience to the customer. the floor. ceiling and walls. Permis 
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The overhead figure used by th 


company whose estimating sheet 


illustrated here was 22 percent 


checked 


adjusted to whatever 


is periodically every 
months and 
change is indicated overhead 
heure includes an 
cent for service reserve 

Sales commission was figured at 
6 percent of the sellin price i this 


example. Profit was figured at 10 
percent, based on the 

of the job. Labor 

higher tl 


house work ind h 


tion are 


it 2O perce 
tem includes the 


tion and balancir 


Example Shows Percentage 


The esti 


quired. [i 
ment costs were 
represents 
price it 


$909.10 pl 


Total costs 


$909.10. $10.9]. 


and subcontractor costs. 
in this case are: 
$5.00 for a grand total of $925.01. 

\ breakdown of the percentages is 
shown in the estimating sheet ex- 
ample on page 95. The percentages 
used here are but sample ratios based 
upon one midwestern dealer's opera- 
tion. These percentages will vary 
with the size of an operation, location 
of the business and wage scales paid. 


I if h ale ale I 


countant who will be able to ascertain 


should consult an ac 


the ratios that match his operation 


proper 


svstem of estimating 


ind adapt the ratios to this 
The use of material and time cards 
will provide the data needed to fill 
in the actual cost column of the esti 
matit sheet. Where the quantity of 
ised was not estimated correct- 

this will be shown by a cost other 
the estimated cost. This column 

ilso show the total amount of 
required upon the completion 
ob. By subtracting the actual 
th 


e sales price the actual 


be determined 


A PANELIST SAYS: 


D. W. Downs, Downs Heating 

Service, Eldridge, la. 

“The step-by-step labor esti- 
mating procedure is a valuable 
tool for the estimator. Each dealer- 
contractor should check this out- 
line against his own experience 
and bid each job on its own 
merits. 

“The emphasis placed on ad- 
vance planning of the installation 
procedures outlined in this article 


is very good.” 





testing... 


sion should be 

tering bath and 

fore beginning exter 

in any part of the liv 
In order to complete 


quickly as possible, it 
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customer instruction 


have all components on the job at 
the time it is started 
taken care of by the use of a ma- 
terial list. A mimeographed form can 
be used to assemble the equipment. 


Information for this list can be ob 


his can be 


tained from the take-off sheet used 
to prepare the original estimate. As 
parts are assembled at a central point 
in the shop for delivery, they can be 
checked off on the list. The mechan- 
ics should recheck the equipment de- 
livered to the job site against the ma- 
terial list before starting the installa- 
tion. Any equipment shown on the 
list but not included in the delivery 
should be ordered at once from the 


shop. 


Plan Each Man’s Work 


Where a two man crew is used, 
each mechanic should perform cer- 
tain work that will not interfere with 
the other mechanic's performance of 
his assignments. Installation proced- 
ures could follow 


this: 


a plan similar to 


One mechanic would disconnect 


the plenum from the furnace, re- 
move old supply and return ducts 
reused. At the 


second 


that are not to be 


same time, the mechani 
would be removing the fuel supply 


line, burner and sections of the old 





furnace. When both mechanics have 
completed their operations, the old 
furnace could be dismantled and set 
out of the way. 

Next 
foundation for the new furnace. The 
floor should be cleaned of all sub 


stance that would 


would come the concrete 


interfere with a 
good adhesion between the existing 
floor and the new concrete founda- 
tion. One mechanic would prepare 
the concrete form, mix and pour the 
concrete. While this is being done, 
the second mechanic could be cut- 
ting holes through basement partition 
walls (if any) for the main trunk 
line. 


Try to Use Existing Ducts 


Following completion of these op 
erations, each mechanic could join 
in cutting openings for new supply 
and return grilles, and_ installing 
boots and branch ducts. It is not al 
ways necessary to replace all existing 
ducts; in fact, it is advisable to re 
worked into the 


first layout. It is best. however. to 


use all that can be 


remove old gravity grilles and regis 
ters an install modern diffusers to 
achieve the air patterns that will help 
maintain the comfort levels the cus 
tomer expects. 

Often it’s possible to use former 
supply openings as locations for re- 
turn openings. The grille can be 
changed, if desired, for a new type. 
The former supply branch duct then 
would 


become a return duct and 


could be tied into a panned joist 
space to form a return air system. 
When using panned joist spaces as 
return trunks, it is advisable to at- 
tach a thin layer of insulating paper, 
or a similar product, between the 
metal and the wooden 


sheet joist. 


This will form a tight seal between 
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the metal and wood. The sheet metal 
should be nailed about every 8 in. 


Where existing supply stack ducts 


have been used to supply two open 


ings (one in a room on each side 
of a partition), it is advisable to close 
off one side of the opening so that 
only one room is supplied by the 
riser duct. New risers should be pro 
vided for heating the room that was 


cut off by closing one side. 


Cleo G. Fox, Hildebrand Heat- 
ing-Sheet Metal, Fort 
Wayne, Ind. 

“The articles on how to install 
modernization jobs and how to bid 
modernization jobs are surely very 
timely. They accurately cover the 
essential considerations falling in 
these categories. Modernization 
and replacement markets are the 
key to profits in the heating and 
air conditioning industry, provid 
ing dealer-contractors are able to 
figure the jobs properly, which 
they should be able to do after 


studying these articles.” 


When the concrete has hardened 
and is ready for setting of the fur- 
nace, it has been proven advisable 
to install a vibration absorbing pad 
between the furnace and the con- 
crete. After the 


moved into place, a flexible duct con- 


furnace has been 
nection should be attached between 
the furnace and the supply plenum 
and between the furnace and the re 
turn duct connection. 

Dampers installed at each branch 
takeoff are 


important in adjusting 


the air supply to each room. Damp- 
ers installed in the return ducts have 
also proven very helpful in adjusting 
the quantity of air being returned 
from an area. The advantage of lo 
cating dampers in the return ducts 
is easily proven to be worth the costs 
involved, especially when former sup 
ply openings are used as return air 
intakes. If these openings are over 
the tend- 


ency of air to move toward the open 


sized (as they usually are), 


ing attached to the duct with the least 
resistance is amplified, and as a re 
sult air patterns are distorted and 
the possibility of creating drafts is 
increased. Dampers in the return 
ducts of course are used to adjust the 
return air flow to balance with the 
quantity of air supplied to the area 

L pon completion of the installa 
tion, every unnecessary evidence that 
the mechanics have been working in 


A good 


cleanup indicates that the customer's 


the house should be removed 


considered 


Old duets, 


interests have been 
throughout the entire job 
pieces ol wood 


concrete, plaster, 


chips, sticks, left-over piping, metal 
trimmings and the old furnace should 


he quickly hauled iway 


Plan Prompt Startup 


Some dealers have their 


service 
departments start up and adjust the 
others rely 


new installation: upon 


the mechanics’ making the installa 
tion. Whichever crew is expected to 
handle this assignment, it should Ix 
accomplished soon after the installa 
tion is completed. If the installation 
during cool weather, it 


hs heduled for 


If made during the summer. 


is made 
should be 


startup 


immediate 


startup within a week is recom 


mended. After the test and pre 
liminary adjustment, the dealer or 
salesman who made the sale should 
call to inspect the work and to find 
out if the customer is satisfied. 
Balancing of the air distribution 
system should be scheduled when the 
outdoor temperature is below freez 
ing (in most climates) and the sys 
tem adjusted to comply with the con- 
tinuous air circulation principle out 


lined in NWAHACA Manual 6 
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Customers should be instructed in openings have been made or where In cases where the customer re- 


the use and care of their new heating old openings were closed (or par- quests that the dealer handle the 


system. This is handled by the serv tially closed or where duct work whole job (installation and decorat- 


icemen in some companies; in othe has been exposed and replastering ing). the dealer must take the addi- 
cases, it is found that the salesman made necessary because of openings tional work into consideration; there- 
has a good opportunity to locate in ceilings or walls. Its been found fore, he should request bids from 
other leads from the new customer if by most dealers that many customers contractors who specialize in this 
he undertakes this final step in the prefer to handle this work them- type of work. These bids should be 
completion of the installation selves. They realize that carpenters. marked up 20 percent to handle the 


ainters and plasterers will have to overhead involved. Experience with 


ve called in to perform very small this type of work will indicate the 
jobs with the result that the cost for 


, 
} 

: 
Decorating Up to Customer 
approximate cost involved and can 


Little has been said so far bout each tradesman would = be compara he used to determine the reliability 


redecorating the places where ne tively high for time spent on the job of sub-contractors 


PRACTICAL APPLICATIONS 
for engineering, installing and servicing 


residential cooling systems 





By S. W. Reid 
Air Conditioning Engineer 
Gilbert Associates, Inc. 


Obsolescence Factor Opens Door to 


Year “Round Air Conditioning Sales 


Dealer-contractors who specialize in modernization WHAT KIND OF HEAT does it have? 
; How’s the kitchen? Is the bathroom 
can have a heyday in older, well-kept up to date? Aren't these among the 
° . ° hirst questions asked by anyone con- 
neighborhoods where the heating systems are likely a - signee 
: ° sidering the purchase of an old 
to be outdated but adaptable to replacement by house? The answers provide a good 
‘ first impression of the property, for 
year "round comfort systems at a minimum cost to these are areas of the home where 
. the “wrinkles of age” are most 
the home owner and a good profit to the seller gp Magsantriiog Tie, me a cehe ie 
readily spotted. There is little inter- 
est in a reply which states that “the 
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old gravity system has been kept in 
A-1 working condition,” that “the 
1918 kitchen was improved in 1933 
with an electric stove that has been 
kept in fine shape” or that “the bath- 
room was painted only a year ago 
and the original fixtures are. still 


giving good service.” One would 
much rather hear that “modern, auto- 
matic heat was installed only last 
year or “the kitchen was completely 
done over two years ago” or “it has 


a modern bathroom.” 


Obsolescence Is Key Factor 


What we are really talking about 
is a byword of American progress, 
obsolescence. Heating systems as well 
as kitchens, bathrooms, appliances 
and the like are replaced, done over 
or discarded not only because they 
are worn out but also because ac- 
cepted standards of design, function 
and convenience are constantly be- 
ing improved. Progress is so rapid 
that in only a few years the contrast 
between the old and the new creates 
very strong desires for replacement 


or at least, remodeling 


Progress Changes Values 


We don’t have to look back many 
years to the time when central heat- 
ing was an infant. Furnaces were 
hand fired. When it got too cold, one 
simply went down in the cellar and 
increased the draft. When it got too 
hot, furnace doors and dampers were 
adjusted to reduce the draft. Con- 
trolled central heat came next, with 
thermostatically operated dampers. 
Automatic heat followed when stokers 
and oil burners were developed and 
under thermostatic control. 


placed 


Gas for home heating has come into 


its own with the construction of 
nationwide pipe networks for bring- 
ing natural gas to the heavily pop- 
ulated states. Today home climate- 
making equipment is available at a 
price almost anyone can afford. Such 
equipment is capable of precisely con- 
trolling indoor conditions 52 weeks a 
vear. It heats, cools, cleans, humidi- 
fies and ventilates automatically and 


with very little attention. 


Standards Set Three Ways 


Present standards of indoor cli 
mate are possible because of three 
major efforts. One is put forth by 
the manufacturers in developing and 
producing the equipment. Another is 
expended by various research groups 
which study and report on all phases 
of application. The third effort comes 
from the air conditioning and heat 
ing dealer-contractors as they keep 
their application and service know 
how abreast of the pace set by the 
other two groups. Of course, in order 
to be successful, dealer-contractors 
must also keep up to date on all other 
phases of business, including modern 
merchandising methods 
In keeping with the theme of 
modernization featured by American 
Artisan this month, let’s discuss some 
of the technical factors a dealer-con- 
tractor should consider in planning 
a modernization campaign in_ his 


town, 


First, let us agree that each home 
presents an individual problem be 
cause of its structural and archite 
tural features. 

If it is agreed that each home is a 
separate problem for the air condi 
tioning-heating deale r-contractor, 
then it should be further agreed that 
no general recommendation can be 
made without a thorough survey of 
the property in order to establish 
with the owner a basis upon which 


to start modernization. The owner. 


for instance, might wish to convert 
from hand to automatic firing. Only 
a thorough survey by an experienced 
man will reveal whether or not this 
is advisable with the existing turnace 
or whether an entirely new furnace 
is necessary. If oil heat is considered 
the dealer-contractor may find the 
existing chimney is not idequat for 


the draft required 


Survey Shows Work Needed 


When a 


ipgraded by 


gravity svstem is to be 
i converting it to forced 
air, the problem only begins with 
the addition of the blower. Only a 
survey will tell the dealer what parts 
of the old system can be retained 


and what idditions or char es should 


be made to bring the svstem 1 
le 


mum standard. No 


would fulfill his responsibility 


ist amu 


were simply to sell the owner 


blower installation na case like 





THIS SPECIAL SERIES 


. « . on subjects of interest to 
residential air conditioning 
dealer-contractors is based 
on the author’s wide experi- 
ence and on constant analy- 
sis of the field by American 
Artisan’s editors. 


IT ALL BEGAN 


. . + With a complete rundown 
on fundamentals in 20 arti- 
cles beginning in August, 
1952 American Artisan, de- 
scribing basic operation of air 
conditioning equipment. 





SPECIFIC PROBLEMS 


... treated in the next phase 
of the series covered mainte- 
name, service, 

and management. 


NOW, 
PRACTICAL APPLICATIONS 


installation 


+ + » to solve common prob- 
lems which have been expe- 
rienced by the author and by 
dealer-contractors are cov- 
ered in the current selection 
of case histories, procedure 
outlines and specific ex- 
amples. 
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without studying the 
lo see what the result 


iddition would be 


Modernizat onn 
heating unit il 
there are i re 
systems. some 
not or were not des 
air distribution. M 
be wron The 


the mproper 


Experience Pays Off 


When the 


much 
simplit 

work that 
ry litth 


the 
ially raises a 


compromise 


The old jol 


some other 


may have 
things that 
contractor adore 


what extent 


PROSPECT HELPS in gather 
ing data for estimate, he'll be im- 
pressed with your efficiency, and 


have confidence in the installation 


made? How far from recommended 
using portions 
of the existing system without 
jeopardizing the hoped-for results of 
the changes being planned? 
Let’s construct a sample situation 
in which the owner of a 35 vear old 
house has called in answer to our 


advertisement and requested a survey 


or summer air condi 


We See a Likely Market 


the neighbor 

tment. we 

ne has beer 

level. Most of 

its and appear 

Yards are neat 

general sense 

The thought oe- 

ner ay condit on 

his area if 

tall a job that will 

idditional leads. As we pull 

ote that our prospect lives in 

story frame house itt in 

The house faces north and there 
detached garage in the rear 

wher tells us the house was 

nally heated by a_ coal-fired. 

oravitv¥ warm alr ystem. He is not 

sure when the original furnace was 

re placed but he points out that about 

15 vears ago he nstalled a conver 

sion oil burner and a fan-filter unit 

This made quite an improvement. 


but he never has been fully satisfied 


WHEN NEW OPENINGS for 
registers must be cut, explain why 
in terms of improved comfort and 


economy 


with distribution in the living room. 
He goes on to tell us that one of his 
main objectives in deciding to mod- 
ernize is his hope to clean up the 
basement. His children are getting 
old enough to entertain their friends, 
so he wishes to convert his basement 
to a recreation room for them. He 
doesn't have to tell us about the 
monopoly the present system has on 


the basement 


Wife Is Pre-Sold 


As we talk. the owners wife enters 
and we are introduced. She tells us 
she is especially anxious to have air 
conditioning because of her weekly 
bridge club. In the winter, she savs. 
the members take turns at being hos- 
tess. but in the hot months they al- 
wavs meet in the air conditioned 
home of a certain member. We are 
pleased to learn that our firm in- 
stalled the friend’s system and that 
through it we were recommended to 
the present prospect. 

After the briefing we head for the 
basement to start our survey. As ex- 
pected, the basement is dominated by 
the octopus-like duct system which 
extends radially from the bonnet of 
the large. centrally located, cylin- 
drical gravity furnace. Because of the 
upward pitch of the 8 in. diameter 
feeder ducts, required before the fan 
was added. the furnace ends of these 
ducts are so low that we cannot walk 


under them without stooping. 





Using a tape for convenient mea- 
suring, and a supply of cross-sec- 
tioned paper, we sketch the basement 
floor plan. On this drawing we spot 


the stairs. the chimney. the basement 


windows and doors. the direction of 


the first floor joists, electrical service 
cabinet, water and drain lines that 
may be needed, the location and size 
of each warm air stack and return 
opening. We make notes of the head 
room available, the capacity of the 
electrical service, possibilities for the 
location of new equipment, the con 
dition of the chimney. and the own 
ers plans with respect to future parti 
tions. 
Having completed the basement 
survey. we return to the first floor 
Here again we sketch a floor plan to 
scale on our cross-sectioned paper 
We locate partitions, windows, doors, 
supply registers, return grilles, fur 
niture arrangement and thermostat 
location. We note window and door 
areas, use or absence of storm sash 
or storm doors and type of outside 


wall construction 


Specific Complaint Entered 


While we are in the living room, 
the owner again asks us if we can im 
prove the heat distribution. He says 
in cold weather he has been uncom 
fortable while sitting along the ex- 
posed west wall. We note that the 
existing warm air registers are along 
an inside partition on the opposite 
side of the room, and we explain to 
him that he is probably feeling down- 
drafts from the cold wall. We tell him 
that in planning the new system we 
will attempt to locate new outlets 
along the cold wall. We note that the 
same condition exists in the dining 
room and ask that we be allowed to 


improve this situation also. 
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Noting that there is only one re 
turn grille, at the foot of the stairs, 
which serves the entire house, we 
find that it might be possible to add 
a second return in the dining room 
for this area and the kitchen. This, 
we explain, will add little to the cost 
since we shall be able to use the pres- 
ent supply boot which would other- 
wise be abandoned when the new out- 
lets are installed. The additional re 
turn will improve conditions in thes 
rooms by considerably shortening the 


return air path, 


Double-Duty Stacks OQutmoded 


On the second floor we find four 
rather small bedrooms and a_ bath 
These we show on a third sketch, 
again noting window sizes, registet 
locations, ceiling height and attie in 
sulation. We are ple ased to find that 
a separate warm air stack feeds each 
room. Tandem stacks which feed both 
first and second floor registers or 
stacks which feed a register on each 
side of a partition cannot be consid 
ered a good arrangement when 
judged by present standards 

After the survey we return to the 
living room for another chat with the 
owner and his wife. They are quite 
interested in our findings and pat 
ticularly want to know how much the 
renovations will cost. We tell them 
that from what we have seen. their 


home will be quite adaptable to the 





What Is 
‘Air Conditioning?’ 


True air conditioning provides 
comfort in all seasons of the 
year, according to the Ameri- 
can Society of Heating and 
Air - Conditioning Engineers. 
The ASHAE defines air condi- 
tioning as follows: 

“Air conditioning is the 
process of treating air so as 
to control simultaneously its 
temperature, humidity, 
cleanliness and distribution 
to meet the requirement of 
the conditioned space.”’ 











proposed year ‘round system but that 
we must have a day or so to make the 
necessary load and cost calculations. 
They seem impressed by the fact that 
we are more interested in their prob- 
lem than a man who called on them 
previously and gave them a price 
after making a few quick calculations 
on the back of an envelope. We thank 
our prospects for the opportunity to 


survey their home and say goodnight 


Comparison Shows Benefits 


The next day at the office we make 
our load calculations for both heating 
and ( oolin g using values recom 
mended bv the National Warm Air 
Heating and Air Conditioning Asso 
ciation. Two sets of figures are drawn 
up. The first is based on the house 
as we found it with insulation in the 
attic only. The second shows how 
much less the loads would be if in 
sulation were blown into the walls of 
the frame house. We are able to show 
that with insulation a 28 percent re 
duction in the cooling load and a 31 
percent reduction in the heating load 
can be realized. These facts, together 
with cost data, will be presented to 
our prospect so he may decide 
whether or not he wishes to insulate 
the walls 

We are pleased with the new duct 
layout we are able to make in the 
basement of the home. A vear “round 
ir conditioning unit is located neat 
the wall containing the chimney. This 
is connected to a relatively short re 
turn duct which picks up air from 
the two grilles on the first floor. Sup 
ply air is handled through a trunk 
ind branch arrangement that can be 
high enough to give plenty of head 
room in the proposed recreation 
room. New supply registers are plan 
ned for all outlets. each selected to 
operate to best advantage for the lo 
cation. 

This information is prepared in a 
neat proposal package that includes 
several photos of year ‘round mod 
ernization jobs installed 
This type of proposal is designed not 


recently 


only to impress the prospect with 


our engineering skill, but also to con- 
vince him that the price quoted is 
fair. 
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HUGH REID S SHEET METAL PATTERN 


Simplified Method 
Streamlines Sheet Metal 


Modernization Work 


Patterns for four fittings often required in replacement and _ re- 
modeling are developed here to illustrate 1) straight line, 2) ra- 


dial line, 3) parallel line and 1) triangular techniques 


IN KEEPING with the modernizatior s known as the Modern Simplified straight line development. A second 


theme of this issue teid Method. de veloped bv Mr. Reid over proble m 


uses radial line develop 
ops sheet metal patterr for ittings ) 


years as a sheet metal pattert ment. A third uses the parallel line 


commonly used by dealer-contractor out ¢ These methods are method of development, and_ the 
who install equil ) produ e maximum work fourth uses triangulation to solve the 
7ation 7 he approact 


lum time lavout proble m. Each gives the prac- 
of the four fittir 


tical, up to-date solution 


| Make Five-Piece 90 Deg Elbow 


. . Via straight line development 





The five pre 


problem in straight line developmer 
The practical solution for tl f 
ting would bye to draw the ‘ 


method drawing <=> 
ire used primar , 


problem To deve » c } * } 
these ste ps: | i= s 


ee 
s ~ 


\ 
\ 
ry 
| 


» 


aA 
Simplified Method, Fig. ¢ 


a) Draw a horizontal line and 
establish point X at the left. From 
point X, measure to the right the 
given 114 in. diameter and the 114 
in. radius given in Figs. 1 and 


Mark points X’ and R as shown 


From points R and X draw lines 5 dike tel 3/8 cites tale tie 
i BR /” SPACES - Roct UP 1% Dia 
perpendi ular to XR. With point R \ s 


2 Re@o Hace Par t-3RE@o Fur F 
as center and radius RX’, draw a 90 4 \T \ 


deg arc to intersect the perpendicular 


line through point R. Mark the inter- 
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section point Y. Divide the 90 deg 
arc into eight equal spaces. Label 
the lower equal space as point 1’. 
Through point l’ draw a line from 
point R until it bisects the vertical 
line from point X. Mark this inter- 
point 7. Bisect line XX’. 
Mark the center of line XX’ with the 
letter O. Draw a vertical line through 
point QO. 


section 


b) With point O as center and 
radius OX, draw a quarter circle 
below line XX’ from point X. Divide 
the quartet cir le into 3 equal spaces 
and mark the points U, V and W. 
Through the points draw lines per- 
pendi ular to line XX’ to intersect 
Mark the intersec- 
tion points 4, 5 and 6. Also label 


diagonal line R7 


2 Develop 


THE PRACTICAL METHOD in the pat- 
eTn development for a rectangular 
weather cap when the plan and front 
views (Figs. 5 and 6, respectively) 
are given is to lay out the pattern by 
the radial line method. Following is 


the step-by -step proc edure: 


Simplified Method, Fig. 7 — 


a) Draw the 11% in. horizontal 
line AB. From point B, draw a verti- 
cal center line perpendicular to line 
AB. From point A draw a line at 30 
deg and above line AB to intersect 
the vertical center line. Mark the in- 
tersection point D. From point ¢ 
draw a line at 90 deg to line Af 
and on this line measure half the 
width of the 


which is 34 in., 


given weather cap. 
and locate point D. 
Draw the developed radius line AD 


and label the line as R 


Cap Pattern, Fig. 8 — 


a) Establish (Fig. 8). 


Set a compass at line length R (Fig. 


point 0) 


7) and with point O (Fig. 8) as 
center, draw a circle. From point O 
draw a line to the circumference of 
the circle and mark the intersection 
as point E. 
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the points of intersection with line 
XX’ with the figures M and N. 
Transfer line X’l’ from the throat of 
the elbow to line X7 and establish 
point 1. Draw the diagonal line 4-1. 
Where the perpendicular lines drawn 
from points W and V intersect line 
1-4, mark the points with the num- 
erals 2 and 3. 


Pattern Layout, Fig. 4 — 


a) Calculate the elbow 


circum 
ference by multiplying the given 11, 
in. diameter by the constant 3.14 
which equals 3 15/16 in. Draw the 
$ 15/16 in. horizontal line marked 


XX. Divide the line into 12 equal 


spaces and beginning from the left 


number the points 4, 3, 2, 1, 2, 3, 
1, 5, 6, 7, 6, 5, and 4. 
b) From. the 


drawing (Fig. 3). 


method 
transfer line O4 


above and below polats 1 (Fig. 4) 


simplified 


and mark the points 4. Transfer 
lines N3 and N5 from Fig. 3 above 
and below points 3 and 5 (Fig. 4) 
and mark the points 3’ and 5’ as 
shown. Lines M2 and M6 are trans 
s to Fig. 4 above 
and 6 and points 
established 

line X\-l from Fig. 3 above and be 
low point 1 (Fig. 4) and mark the 
Points 1’. Transfer line X7 (Fig 

to Fig. 4 above and below point 7 
Mark the points 7’. Through the d 


' 
veloped points draw the pattert 


ferred from Fig 


and below points 2 


a 


2’ and 6’ are Transfer 


a Rectangular Weather Cap 


. . » using radial line method 
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b) Set a compass at the 3 in. line 
length (Fig. 5). With point E (Fig. 
8) as center, draw an are on the cir- 
cumference of the circle and desig- 
nate the intersection point as F. Set 
length 114 in. 
(Fig. 5) and with point F (Fig. 8) 


a compass at line 


as center, draw an arc on the cir- 
cumference of the circle and mark 


the point G. With point (, as center 


and given 3 in. as radius, draw an 
are on the circle circumference and 
locate point H. With point H as 
center and radius 114% in., draw an 
arc on the circumference of the circle 
and mark the point J. Draw the lines 
OF, OG, OH, and OJ. 
Add allowances for 


joints, lay out the rivet holes and 


seams and 


mark the patterns for fabrication. 


5 Lay Out Rectangle to Round Radius Back Fitting 


. . . With parallel line technique 


.9, 10 — 


draw the 2 


rom point 
| i! and 
this point draw 
verpendicular 
t L measure 

the given 


t. With 


araw 
draw | 

in. horizontal right 
and on the same plane as line GH 
ind K raw li 
pendicular to line JK 
measure up 2 in. and locate point O 


With point O as cet ind a l in. 


radius, draw a 90 deg 


from joints J nes per 


From point J 


to intersect 
the perpendicular line from points 
J and K. Mark these points as 1 and 
| 

c) Divide the are 1-4 into > equal 
spaces and mark the points 2 and 3. 
l, 2 and 3, 
lines perpendicular to line J4 and ex- 
9 and Fig. 
10. Mark the dimension lines on Fig. 
9 as line lengths A, B and C, 


Through draw 


points 
tending across both Fig 


and the 
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corresponding lines on Fig. 10 as 


line lengths D. E and F. 


Back, Sides Pattern, Fig. 11 — 


horizontal line and 
establish point M at the left end. 
point M 


a) Draw a 


From measure the given 


length and width of the rectangular 
duct which is 1 in. 2 in. as given 
in Figs. 9 and 10. Mark the points 
N, P and S, respectively. 

b) From points M, N, P and S 
draw lines perpendicular to line MS. 
Measure up each line the 2 in. di- 


mension given in Fig. 9. Mark the 








points 


From point N measure 1 in. 


right ; 


line 


~* 
». 


ind 


Cl 


9. 10 


draw 


Measure 


ane 


the 


uy 


and locate point r. 


oc) 
equally 
above 


From 


spac ed 


point |’ 


11) 


and 


an 


points és 


mark 


By 


vert 


») 
) 


)> our 
) 

the 
the 


as 


in. on 


anster 


shown 
to the 


center! 


the 


and 


center 


points 


| 


” 


* and 4, respectively. Transfer the 


equally and & 


spaced points 6, 7 
Fig. 9 both 
11) and designate the points 
Through the devel- 


oped points draw 


points 5 


from above 


(Fig. 
as 6’, 7’ and 8’. 
lines parallel to 
line Sy’. 
d) From 
B and ¢ 


Fig. 
the 


and 3’ 


lines A, 
right left of 
points 1’, 2’ (Fig. 11). From 
Fig. 10 D, E and | 
to the right and left of points 5’, 6’ 
(Fig. 11). Through the de- 


veloped points draw the curve 


9 transfer 
to and 


transfer lines 


and , 


The Top Pattern, Fig. 12 — 


a) Draw the 2 in. 


the right and draw 


horizontal line 
From point T measure 1 in 


the 


vertical line 


CL. From points T and U draw lines 
perpendicular to line TU. Measure 
up 2 lines mark 
points Y and Z. Draw a work line 


connecting the points and mark the 


in. on these and 


intersection of this line and the cen 
ter line as point R’. 

b) With point R’ and 
radius | in., draw a half circle below 
the work line YZ to intersect points 
Y and Z. 

The half 
calculated by multiplying the given 
the 3.14 which 


rectangle 


center 


as 


collar circumference is 


radius by constant 


equals 31, in. Draw a 


equal to the 31g in. circumference 
by the 14 in. length 
Add 


joints 


allowan es 


mark 


for and 


the 


seams 


and patterns tor 


fabrication 


| Develop Square to Round Pattern 


. .. using simplified triangular method 






























































[oO ILLUSTRATE 
me thod, the 


THE triangulation 


much-used  square-to 
round fitting is presented. 

Given the plan view (Fig. 14) and 
front view (Fig. 15) of a square-to- 
round transformer, the following is a 
step-by-step analysis to the pattern 
problem ( Note the 


fitting is sv¥ym 


solution. 


that the 


from 
plan view 
metrical about the center line; there 
fore, all the true length lines can be 
developed from a quarter plan and a 


vertical height line. ) 


Quarter Plan View, Fig. 16 — 


and_ horizontal 
the 
tion point O. From point O, measure 
down and to the left half the given 


dimension of the square (Fig. 14), 


a) Draw vertical 


center lines and mark intersec- 


which is 1 in., and draw the square 
with corners labeled points O, C, A 
and B. 

b) From point O measure 
left the given of the 
end of the fitting which is 34 
With point O as center and 3 
radius, 
Of 


to the 
radius round 
in. 
¢ In. 
draw 


to 


a quarter circle from 
OB. Divide the 
quarter circle into three equal spaces 


and number the points 1, 2, 3 and 4. 


line line 
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c) Extend line AC above point ¢ The Half Pattern, Fig. 17 — d) With length 4’C (Fig. 16) as 
From point A, measure 15¢ in up 

a} ) aw c 2 l. 0 0 < j e 

hl Wine Gi atineda Makan am chan 1) Draw th in. horizontal lin 


AA. Set a compass at line length Al’ 


radius and points 4 (Fig. 17) as 






centers, draw arcs to the right and 
left of points A. With the 1 in. length 
(line AB, Fig. 16) as radius and 


points A (Fig. 17) as centers, cut 


on Fig. 15 and locate point D kx es ; . 
(Fig 6) an 0 Ss (fig 
tend line AB to the left. With point ig- 16 and with - ‘ Fi 







17) as centers, draw intersecting 
A as center and radii Al and A4 





arcs and mark the point 1’. 
(Fig. 16), draw an arc to the left to 


b) W aco ass, eas e ine 
intersect the extended line AB Mark . , ith a mpa measur lin 
A3’-A2’ (Fig. 16) and with points A 


arcs 4’C and mark the points C. 







Through the developed points draw 





this intersection as B’. From point B’ 









17 , ' the pattern outline. 
draw a line to point D. Mark th We ce oe at ae a ae e) From lines CA, AA and AC, 
; poe the right and left of point 1’. With SS 
line Al’ and A4 th 1.2 (I , measure down the given 3¢ in. and 
d) With point A (Fig. 16) as cen. “STS CREUD Bee AINE 0) &S 802" draw the flange lines parallel to and 
, ; ' \ 1¢ ind point | (Fig 17 as center, step 
i rhe idiil he ind » 4 pr. 





equal to lines CA, AA and AC. 















; off 2 spaces to the right and left and 
draw an ar to the left intersect Lk | - } 
ms mark the points 2’ and 3’ where 
ne AB’. From the intersection point I “ee 
] il Lal ¢} these lines intersect ircs A3’ and A2’ The Collar Pattern, Fig. 18 — 
iraw al t lo | ) 1) | el ine ine 
" - c) Set a compass at line length . 
aabiige tong Aa’ (| | . | sli iia a) Calculate the collar circumfer- 
' . { ig } am th 0 . 
With point A (I 16) as es " ind with points A ence my multiplying the given 114 
ind radius 4 Fig. 16) draw ar (Fig. 17) as centers, draw ares to in. diameter bv the constant 3.14. 
irc to the left to intersect the line the right and left of points 3’. With which equals 434, in 
AB’. From the intersection point, irc length 3-4 (Fig. 16) as radius b) Draw a rectangle equal to the 
draw a ne to ] t D. Mark the re ind points ” (Fig. 17) as cent rs, 4 in. collar circumference by the 
1" it ares Ad’ and mark the points 4’ 3¢ in. collar length 





Warm air heating dealer-contractors have a 





moral obligation to their customers to provide 
the dependable advice and quality work that sets 


them apart from the local handyman, because . . . 






Heating Modernization Prospects 
Want Know-How, Not Just Parts 















WHY DOES A HOME OWNER ask his It's not because he thinks the rect sale stores will not make the in- 
neighborhood dealer-contractor — to neighborhood dealer-contractor will stallation themselves, some of them 
quote a price for modernizing his quote him a lower price than he can at least will find a mechanic or 
heating system or replacing his old get from a direct-to-you organiza- handyman who will slap the unas- 
furnace? Why doesn’t he buy the tion. He probably already knows that sembled materials together and call 
material at the nearest discount he can buy a furnace with all neces- the conglomeration a heating system. 
house or direct sale retail store and sary duct work. fittings. registers Most home owners realize that an 
hire some handyman to do the in and other material he needs at very established  dealer-contractor has 
stallation work? attractive prices. And while the di- something much more important to 
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107 


offer than mere material and man 
labor. They 


the competent dealer-contractor has 


hours of believe that 
1) experience, and 2) knowledge and 


understanding of heating problems 
They expect him to have the ability 
to provide a modernized system that 


will give them the 


comtort. con- 
venience and operating economy they 
want. 

The dealer-contra tors selling job 
home owner that 


the technical know-how. the 


install and service the equipment is 


is to convince the 


ibility to 


worth the higher price 

Dealer-contractors who have been 
most successful in replacement and 
remodeling work emphasize that the 
prospect must be shown a sincere 
interest in his heating problem. And 
most of these successful dealer-con 
tractors are in very close agreement 
that the first three steps to a well de 
signed and profitable sal not 
necessarily in order are: 

1) Inspect the cons‘'ruction of the 
house very carefully 
2) Measure all 
and outside doors 


3) Make a 
floor plan 


rooms, windows 


simple. easy-to-draw 


Use Available Guides 


There’s valuable information about 
checking the construction of an old 
house in National Warm Air Heat 
Associ 
tion Manual 2. How to Check Frame 


House Construction. Two additional 


ing and Air Conditioning 


points which arent covered in 
Manual 2, have been emphasized by 
those experienced in old house work: 
1) ceiling insulation and 2) the fit 
of windows and outside doors. 

Many old houses have ventilated 


attics and no ceiling insulation. If 


1 DOUBLE HUNG window (top view) must have 3/64 in. or less space 
between frame guide and sash to be considered as average fit. Dimension 


A is frame guide width; B is sash thickness 


amen 0d a > a 
} Frame, | 
Z 





the ceiling is wood lath and plaster, KM » b-inner 


the transmission heat loss as given [ eiaietied 


in NWAHACA Manual 3 is 0.62 PAXY y +: 


.vter fart 
diflerence vure warring 


Btuh per sq It per deg | stop strip 


a 
“TN inner stop 
i 

Outer casing lower sash 
, a Lf 

of blanket ie 

\a— Glass 


ceil " 


hetween room air and attic air tem 
As little as 2 in 


or batt insulation between the 


peratures 


ing joists reduces this loss from 0.62 
to 0.13 Btuh per sq ft per deg tem 
perature difference and the percent save 79 percent of the heat he would 
of ceiling heat loss which i lose through the uninsulated ceiling 
amounts to: | (0.62 O13 It's easier for him to understand 
100 percent 19 percen 

“ ; bi a oo How to Figure Heat Saved 


de iler co 


render a service that 


expects — th dealer-contractors 


onfused in 


his comfort and heatir saved 


Talk Savings 


It would mean almo 
the average homeowne 
“the addition of 2 
between the ceiling 
duce heat transfer thr 
ing from 0.62 to 0.13 
tt per deg 


Tell him that 2 in. of in 


temperature 



































WHIKHR 
alt ami O=24x3 


j f 











BCELING | Doors x7 
2 ROUGH SKETCH OF FLOOR PLAN serves two purposes: 1) helps 


in heat loss calculation, and 2) impresses prospect with thoroughness of job 
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BEFORE-AND-AFTER calculations show big saving, impress prospect 


HEAT LOSS AND CONSTRUCTION DATA Design temp. diff.= 75 deg- 
(See TABLE 2 AND 3 in MANUAL 3 AND USE CONSTRUCTION NUMBERS LISTED). Name 


1| Name of Roon __| Living Dining Kitcher Front ea 
2} Room N¢ Story 1 STORY 2 | STORY | 3) _STORY 4 STORY 


3] Running Ft. Exposed Wall ‘37 Feet| 9 reer| 22 reer| 26 reer| 26 
4| Ceiling Height 8 Freer 8S Freer 8 reer| § Freer] 
R m & € 











r MANUAL 3 - a : = — 3] Ares Btuk Area | peut Area | pup 
ember - r —- : r ‘jon or “ 
TYPE OF EXPOSURE ~ Oo iden aoe plier Crack | * ie Crack | '* 


Gr 4a / =| = 1246 | -- 72 |---| /7%6| —-- 


5i Ex 





| wre ; — +——J | — - — 
[Wind = : T1S_ 85 83 7°55 27,7775) S50 445° 
6 | and t | 
| ; ; , } 
_| Doors ‘ 


| 
ES a : 7S {213 [SBA 45) 80! 126 | 2268 
7 x posed 


Walls c | | | 
gq | cold 


4 4 4 
Partition t 


| 9 Cold 296 39/2) og. 43 97 | #557 (8B | 5855 

| | Ceilings 

| 39 | Cold | | } 

| Floors 

2-00 s4 S/00| 36 5400, 7g 4700 4B 2700 
intl #.00) ; 20_ 000 20 | 6000 
tration 

| d , I 1 

[12] Sub-total Room Btut sero; «6TsTsS TYITT | 7IOBF 

[14] TOTAL ROOM LOSS, Btul : 

(15 | The sum of all the ROOM LOSSES is the CTURE LOSS, Buh 7/73, 4/17 

3 TYPICAL TABULATION of heat loss 


old house f I 




















-— 





} il 









































and construction data on NWAHACA work sheet establishes that 


x has high heat loss of 113,417 Btuh. Some dealer-contractors have found that prospects are 


or infiltration factors are listed in color 


imf f 


pressed favorably when Bru and transmission 


HEAT LOSS AND CONSTRUCTION DATA Design temp. diff. = 75 deg 
(See TABLE 2 AND 3 in MANUAL 3 AND USE CONSTRUCTION NUMBERS LISTED). 
i] Name of Roon Living | Dirung | kitchen ff ear € 
2| Room No Story Dl STORY | 2. STORY |3| STORY r} S| STORY 
3] Running Ft. Exposed Wa 3T7_ FEET GY FEET | 22 FEET] oT | 2G FEET 
rai Ceiling Height 

Room Size 


& Fret 8 Freer 8 FEer| ceT | =6 FEET 

















Ar 

ea Btuk Area Btub | ~ t Area Btuh 
od Loss or Loss oss or | Less or Loss 
Crack Crack Crack . Crack 


_ a. |F-a! / — — |2¢%6 ‘¢ JES -| 476| —--| 208) -—-| 208! a 


W | 1 


TYPE OF Exposure —."""" — | 


Const. ident or IF pher 


~ MANUAL 3 a =| , 











Windows és 5? dg 83. 27 | | 27 | “88 ‘88 
and b 

Doors | 

Net O2F 38st] 4s. 8 12288) /8/ (3258! 
Exposed 

Walls | | | a _] 
Cold 
Partition 
Cold 
Ceilings 
Cold 


Floors 











+ 


296 <2 i 77. 776|/8B /S0F| (SB / 264) _ 








+ EE = 


Sl-a 56 < Sq | 4538 | 18 | S4e| 18 | S45! 18 | Se 
54-a 56 4s 20 | 3000 | 20 |3000 = 








11 | Infil 
tration 





--— }-— 





ae oceloc wic ric Fic Gc 


a ee F : 








12] Sub-total Room Btuh. loss _ __| 753592 | te2i| V%o¢o o796 6556 
13] 10% Gem wen eel " 


14] TOTAL ROOM LOSS, Btuh mae 
15 | The sum of all the ROOM LOSSES is the TOTAL STRUCTURE LOSS, Buh $5 O64 
4 HEAT LOSS IN SAME HOUSE (Figs. 1 
guage) by addition 





clam areas 









































20 
2745 | 





and 2) is reduced to 45,064 Btuh (60 percent, in prospect's lan- 
of ceiling insulation, storm windows and storm doors 


conclusive proof to prospect of 
dealer-contractor’s interest in his problems 
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gives the saving in Btuh per sq ft 
per deg temperature difference. 

Step 2 Divide the Btuh saving 
in heat transfer (step 1) by the rate 
of heat transfer of the construction 
with the higher transfer rate. This 
gives the saving expressed as a ratio. 

Step 3 Multiply the ratio (step 
2) by 100 percent to get the percent 
of heat saved. 


Formula Obtains Same Result 


Expressed as a formula, it is: 
Percent saving 
((H H.)/H 
in which 
H Rate of heat transfer (Btuh) 
of construction with higher transfer 
rate per sq ft per deg temp. diff.; H 
Rate of heat transfer (Btuh) of 


100 percent 


construction with lower transfer rate 
per sq ft per deg temp. diff. 

As a further convenience, transfer 
the data from Table 1 to your note- 
book so it will be handy to show 
prospects the greater operation econ- 
omy of a heating system if the ceil- 
ing is insulated. By using the above 
rule or formula, you can easily tabu- 
late in your notebook a similar table 
that will show the percent of saving 
to be expected if storm sash and 


weatherstripping are used. 


See for Yourself 


Don’t take the prospect’s word for 
the type and thickness of his insula- 
tion get up in the attic and see for 
yourself. 

Inspect all windows and outside 
doors. If they are weatherstripped, 
see if the weatherstripping itself is 
in good condition. Check all double- 
hung wood sash windows for condi- 


tion and fit. NWAHACA Manual 3, 


Sixth Edition, gives these rates of 


110 


infiltration heat loss per ft of crack 


per deg design temperature differ- 
ence: 
Not weatherstripped 
Weatherstripped 


. 0.70 Btuh 
0.42 Btuh 
Saving due to 


weatherstripping ... 0.28 Btuh 


oO 


Weatherstripping Saves 40% 


Notice that the percent of saving 
due to weatherstripping amounts to 

(0.70 0.12),-0.70 : 100 
percent 10 percent 

This assumes that it’s well installed 
weatherstripping. In case of doubt as 
to the quality of the weatherstrip- 
ping or its installation, some careful 
heating men prefer to use an infil 
tration factor somewhere between the 
ibove values of 0.42 and 0.70 Btuh 
ft deg A value for “doubtful” 
weatherstripping is a 


mean value 


between the two values given in 
Manual 3. It can be calculated as: 
[ (0.70 0.42) /2 0.56 Btuh 
\ question raised repeatedly at 
technical conferences and — short 
courses concerns the tightness of fit 
of windows and_ outside doors 


NWAHACA Manual 3. 
based directly on data published by 


which is 


the American Society of Heating and 
Air-Conditioning Engineers, gives 
rates of infiltration heat loss for 
average fitted and poorly fitted win 
dows and doors only. Dealer-contrac- 
tors often want to know why no 
values are given for infiltration 
through tightly fitted windows and 


doors. It’s true that in some labora 





tory tests of infiltration such as those 
reported in the University of Min- 
nesota Engineering Experiment Sta 


> 


tion Bulletin 35, a distinction is 
made between well fitted, average 
fitted and poorly fitted sash. But we 
should keep in mind that while the 
well fitted window is feasible and 
important in a laboratory test, it’s 
a condition that doesn’t last long in 
a house, due to drying and shrinking 
of the wood with age. So, for prac- 
tical heat loss calculations, consider 
only the average fitted and poorly 


fitted windows. 


Average Or Poor Fit? 


How do we distinguish an aver 


age fit from a poor one? Fig 


l 
shows a top view of a window frame 
and lower sash. Dimension A is the 
dimen 
sion B is the thickness of the sash 
When the 


two dimensions is 3/32 in., the 
ASHAE Guide classifies the window 
as poorly fitted. If the difference is 


> OF in.. 


width of the frame guide: 


difference between these 


the window is identified as 
being of average fit. An ordinary 
zigzag wood folding rule can be used 
to identify a poorly fitted window 
quickly. Push the lower sash outward 
against the parting strip and see if 
the rule’s metal tip, which is usually 
about 3/32 in., can be inserted be 
tween the sash and the inside stop 
If so. the window must be considered 
poorly fitted. 

Inspecting the house construction 


as outlined above is just one step 


NO STRANGER to Artisan readers and the 
heating-cooling field, Guy Voorhees is one 


ABOUT THE 


many years, 


AUTHOR OF 


THIS SERIES 


of the industry's outstanding authorities. For 
he has been associated with 
NWAHACA, assisting in the preparation and 
presentation of educational programs, tech- 
nical manuals and government and indus- 


try reports. Mr. Voorhees long has been in 
a position to keep abreast of latest develop- 
ments, and his reports in American Artisan 
reflect these up-to-the minute ideas. This is 
the third in a continuing series. 
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toward making a reasonably accurate 


estimate of he at loss 


Another step 


is measuring the rooms, windows 


ind sketching the 


In addition to giving the 


ind outside doors 
floor plan 
information required for heat loss 
taking the 


ments and drawin 


calculations. measure- 
the plan impress 
the customer with your thoroughness. 
Some 


cessful 


ment work alwavs ask their prospects 


salesmen who have beer Siu 


in remodeling and replace- 
to help in taking room measurements 

even though many men can esti- 
mate room and window dimensions 
closely without measurement to 
emphasize the care they exercise in 


designing the system. 


Two Calls Do Complete Job 


If you 


method of 


operate or the two-call 


~ lling, the 


to find out what 


purpose of 
your first call will be 
istomer ints and 


the prospective 


heating system. 


expects [rom his 
inspect measure his 


Then before make 


second call to clo in ile you 


and to 
house vour 
probably take time t ire care 
fully the heat losses of all oms and 
tabulate them ir 
work sheet. Fig 

cal tabulation on 


Sheet 


| 
detail or suitable 


} shows suc 
NW AHA 


Form 2. as 


h a typi- 
{ Work 
ipplied to the 
house shown in I 

If it's a modernization ob of in 
stalling a new ducts and 


diffusers, 


lavout of the new system to demon- 


system ol 


make i simp single line 


strate again to your prospect how 


carefully vou have worked out each 


detail of his new heating 


(The 


sented in a future 


system. 
duct system lavout will be pre 


article. ) 


Stress Service, Interest 


In Fig. 3 it is assumed that the 


house has a wood lath and plaster 
ceiling with ventilated attic and no 
which is 


older 


many parts of the country 


ceiling insulation, quite 


common among houses in 

Natural- 
ly such a ceiling has a high rate of 
heat loss and if you add together the 
heat losses through the ceilings of 
the rooms (line 9 on the work sheet), 


you get a total of 43.898 Btuh which 
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TABLE 1 — REDUCTION OF CEILING HEAT LOSS resulting from addition of 
insulation ranges from 39 percent (aluminum foil with one air space) to 89 percent 


(with 6 in. insulation) 





i plaster ; = 


REDUCTION IN CEILING HEAT LOSS 
DUE TO INSULATION *rcent) 





is nearly 40 per cent of the total cal- 
culated heat loss of the house. A well- 
trained salesman will be prepared 
to show the prospect how to reduce 
future fuel bills by 
ing insulated. There are 
this: 


having the ceil- 
two reasons 
for doing first, a competent 
and reliable dealer-contractor has a 
moral obligation to render a genuine 
service to the customer by showing 
him how he can heat his home more 
efficiently and economically. Second, 
it's a convincing demonstration that 
interested in the 


you are sincerely 


prospec t's he ating proble m. 


Work Sheets Illustrate Point 


The heat loss calculations in Fig 
} assume that the home has no 
weatherstripping, no storm sash and 
windows 


no storm doors, and that 


and doors are poorly fitted, which is 
a common condition in older houses. 
If the owner weatherstrips the win- 
dows and doors, he will greatly re- 
duce heat loss due to infiltration. If 
he installs well fitted storm sash and 
storm doors, he not only reduces in- 
filtration heat loss but also cuts the 
window and door transmission losses. 
Let’s assume for our present problem 
sash, doors and 


that storm storm 


ceiling insulation will be recom- 


mended. Fig. 4 shows the heat loss 


with sash, storm 


> in. of insulation between the ceil- 
ing joists. Since NWAHACA Manual 
} does not provide an infiltration fac- 
tor for 


storm doors and 


a poorly fitted door with a 
door, Fig. } 


sume the infiltration heat loss would 


storm calculations as- 
be about the same as that for a door 


of average fit, not weatherstripped. 


The designer of a heating system of 
course encounters some constructions 
for which he cannot find any pub- 
lished heat loss factors. All he can 
do in many cases is to use an esti- 
which 


mated value 


able. 


seems reason- 


Speak in Percentages 


Notice in comparing the totals in 
line 15 of Figs. 3 and 4 that the ad- 
dition of the ceiling insulation, storm 
windows and storm doors has re- 
duced the total calculated heat loss 
from 113,000 Btuh to 45,000 Btuh. 
Since Btuh means little to the aver- 
age homeowner, it would be better 
to call his attention to the percent of 
reduction of heat loss, thus: 

(113.000 


15.000) /113.000 


100 60 percent reduction. 


Cold Floors Not Included 


The heat loss totals in line 15 of 
the work sheets (Figs. 3 and 4) are 
for the rooms only. The basement is 
not included but it is assumed that 
at least enough heat will be delivered 
to the basement to heat the air near 
and in contact with the undersides 
of the floors of the rooms above to 
about 70 F. Therefore, no heat trans- 
mission loss is figured in line 10 for 
cold floors. 

There’s a growing tendency for 
home owners to add recreation and 
hobby rooms in basements that were 
not previously heated. Some of the 
more troublesome problems involved 
in heating such basement rooms will 
be considered in next month’s “‘class- 


room” discussion. 





Cartoon Ads 


ALMOST EVERYBODY ENJOYS a good 


Many 


have recognized this appeal and used 


cartoon. dealer-contractors 


it in their advertising. One deale1 
bevond the single car 


toon appeal is W. B. Bazil. 
( leveland. ) 


who has gone 
Bazil 
Furnace Co.. 

This dealer, who represents several 
used a full 


16 X 24 in. page in a local news- 


furnace manufacturers. 


paper to present 14 cartoon strips 


and three single cartoons. Each was 
drawn by a different artist but all re- 
lated to warm air heating or summer 


air conditioning 


Strip Shows Progression 


One four-frame strip cartoon 
lving wide 


“How 


can anybody sleep? It must be 100 


shows the home owner 


awake in bed, complaining, 
degrees in this room.” 

shows him the 
at his office. 


Speaking to him is a 


The second frame 
next morning tired and 
out of sorts. 
these 


friend who says. “George. if 


hot nights are keeping vou awake. 
why not get an air conditioning sys- 
tem from Bazil?” 


The _ third 


again in bed, this time asleep. Cool 


frame shows George 
air is pouring out of the register. 
The last frame is captioned “next 
A. M.” George is working like mad, 
his desk is filled work 
completed. In the foreground, the 


“This 


energeti 


with being 


supervisor says to the boss, 


man George is sure an 


Idea Exchange 


for 


Dealers, Contractors 


Pile Up Modernization Leads 





[lain Suh On | | Tuan 


| Sarai os aca] PERT 
a Aye” ' 











interest 


worker I recommend that you rtoon which shows two 


him a raise. people ting on the limb of a tree 
advises. “Vou do 


| 
eo out on a limb wher 


Bazil.” 


‘ iplior 
Firm Name Is Prominent 


Note that the 


name was brought out in the conve 


dealer-contractor’s 


sations tied in with the comfort Each Cartoon Makes One Point 


that can be achieved by the use of 


Notice in each of the cartoons. that 
air conditioning the 


dealer's name is mentioned at 


} 


Cartoons such as these quickly and connection. with th 


forcefully make the 


don’t 


least ones ur 


points that 1) services he offers. Each cartoon points 
people 


have to put up with out one advantage the prospect for 


poor heating systems, and 2) they 


ew modernization job can expect 
can expect good work from the ad Advertisements of this size of cours 


vertiser. ire quite expensive in large metro 
Making a point even more quickly politan newspapers but single car 
than the strips is a single-panel, edi toons or smaller groups can be used 


One of the first rules of good ad 





vertising is rather prominently illus 


Tell Others About Your 
Successful Ideas 


trated in this cle aler-contrac tor’s pro 
motion: it tells the prospects as often 
being too ob 


liste d 


as possible, without 


vious, where the advantages 


by writing to: 
Editor, American Artisan, 
6 N. Michigan Ave., 
Chicago 2, Illinois. 


are availabk 
Mr. Bazil reports this ad was most 
obtained 


effective and the results 


were well worth the cost involved. 
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“The right idea for all control problems is A-P*’ 


fast A-P offers combined 


production facili 


virtually unlimited applications. And should special 
problems arise, the greatly expanded engineering 
facilities of Controls Company of America stand 
ready at a moment’s notice to assist in solving them. 

Both manufacturers and dealers benefit from mass- 
production pricing and A-P offers the backing of 
nation-wide service. Dealers will also appreciate the 
extra competitive advantages of A-P automatic con- 
quality stand trols ... built-in sales starters that get the jump on 
ards. There are types, sizes and capacities for competition. 


CONTROLS COMPANY of AMERICA 
Manujactarers of A-D CONTROLS 


2452 N. 32nd St., MILWAUKEE 10, WIS. 
COOKSVILLE, Ontario ° NIJMEGEN, Holland 


Controls That Make Modern Living Possible 


research, 
solve any cont j 

Whatever your application: refrigeration, com 
mercial, residential and auto air conditioning, oil 
heating and gas heating and cooking, you can de- 
pend on A-P Controls 


You choose from a broad range of oil, gas and 
refrigeration controls with uniform ! 


u 


. 

SERIES 5010 GAS CONTROL SERIES 2700 FLEXATEMP MODEL 207-D THERMO- MODEL 214 THERMOSTATIC MODEL 23CFL COMBINA- 
—Engineered for clothes dry THERMOSTATIC CONTROL— STATIC EXPANSION VALVE EXPANSION VALVE—for co TION FAN AND LIMIT 
ers, wall heate pace converts ony stondard, man (flare type) — interno or types of cir conditioning SWITCH — for all forced-air 
heaters, etc. Available with uc constant-level oil externally equalized, adjust and coolers. Accurate mod furnaces Available with 
magnetic operato Pre automat able superheat Supersens wletion assures extremely switch for independent mon- 
reguictor is optiona ait-t ostet contro tive A-P liquid charge smooth valve operation val blower operotion. 
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YOU AND THE LAW 








Make Modernization 


Contracts Spell Out 


Performance Agreements 


Because of the potential complications involved in mod- 


ernization work, your sales contract should include all 


terms and expressly exclude any implied warranties 


PLANS FOR MODERNIZATION of resi 
dential heating or air conditioning 
equipment involve the initial feature 
of a contract or agreement between 
the dealer-contractor and the owner. 
In his sales presentation describing 
the benefits of a modernization proj- 
ect, the dealer-contractor must exert 
scrupulous care to avoid any mis- 
statements of facts, of the efficiency 
of the equipment, its serviceability, 
operating cost and other facts es- 
tablished by past performance, a 


cording to court rulings 


‘Sales Talk’ Permissible 


On the other hand, this rule does 
not prohibit a dealer-contractor from 
stimulating the interest of his cus 
tomer by so-called sales talk. Many 
years ago a well-known judge said 
of representations of this sort: 

“It is settled that the law does not 
exact good faith from a seller in 
those vague commendations of his 
wares which manifestly are open to 
differences of opinion which do 
not employ untrue assertions concern- 
ing matters of direct observation and 


as to which it alwavs has been under- 


Not u 
vary in d ] 
114 


stood the world over that such state 
ments are to be distrusted.” 

Another federal judge once said of 
this rule holding a dealer-contractor 
responsible for statements of facts to 
a customer, and the more tolerant 
attitude of the courts toward mer 
statements of opinion colored by the 
desire of the dealer-contractor to sell 
his product: 

“An opinion is a fact and it may 
be a very relevant fact. The expres 
sion of an opinion is the assertion of 
a belief and any rule that condones 
the expression of a consciously false 
opinion condones a consciously false 
statement of fact. When the parties 
are so situated that the buyer may 
reasonably rely upon the expression 
of the seller’s opinion, it is no excuse 


to give a false one.” 


Customer Depends on Opinion 


This is particularly true when the 
customer must depend on the opinion 
and judgment of the dealer-contrac- 
tor, he continued. “And so it makes 
much difference whether the parties 
stand on an equality. The reason for 
the rule lies, we think, in this: there 
are some kinds of talk which no sen 
sible man takes seriously and if he 


does he suffers from his credulity. 


“If we were all scrupulously hon 

est it would not be so but as it is 
neither party usually believes what 
the seller says about his own opinions 
and each knows it. Such statements. 
like the claims of campaign managers 
before election, are rather designed 
to allay the suspicion which would 
ilttend their absence than to be un 
derstood as having any relation to 


objective truth.” 


Truth Is Assumed 


This principle of law was promi 
nent in a recent case in which the 
dealer-contractor had assured a pur 
haser that the air conditioning 
equipment “would do the job.” Trust 
ing this statement to be true. the 
purchaser signed the contract. This 
representation later proved to be 
false, and the seller used this point 
as a defense to action by the seller 
for the unpaid balances 

Upholding the claim of the pur 
chaser, that he should be relieved of 
his obligation under the contract, the 


federal court said: 


Promise Is Statement of Fact 


“The statement of a thing in the 
future, to be a fraudulent misrepre- 
sentation, must amount to the state 
ment of a fact. The statement that a 
machine will do certain work or the 
like, although future in form, refers 
to the suitability or capacity of the 
article or machine for the proposed 


(Continued on page 118) 
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DOLLAR] 
VALUE TESTED 


HEATING AND COOLING Boiler-Burner Unit 
: 
70 fo i "200,000) 
















































Dollar for dollar you can not make a bet- 
ter investment for profit than HEIL _ 14 Gas-Fired 
DOLLAR-VALUE TESTED heating and , La Conditioners 
cooling equipment. A Heil franchise ‘\ 60 200.000} 
means more for your invested dollar — \ 
more for your customer’s dollar with these \ 
Dollar-Value Tested features: SSS, 
’ ——— 
© A34 toti f pi i =— || Coe 
year reputation of pioneering S> at 
— engineering and reliability — not 
matched in the industry. 6 Oil-Fired 
Boiler-Burner Units | 
e Full capacity components. (BTU range a 
93,000 to 252,000) | 
e@ Sub-sonic noise level. | 
e National record of service-free perform- —S 
—> 
ance. — 
SS 
@ Precise BTU ratings. 
e Units delivered assembled and pre-wired. __ 13 Oil-Fired 
Winter Air Conditioners 
e Lowest stack temperatures in the industry. (BTU range 


84,000 to 224,000) 
e 85% of every advertising dollar spent 


on units you buy is spent in your market. 





15 Central Air Conditioners 
= Self-contained, remote and 
water cooled 
(BTU range: 20,000 to 60,000) 


e All local advertising bears your name. 


@ National advertising program with local 
impect. 


e Atested sales-producing cooperative ad- 
vertising program. 


Sell the line that passes the Dollar-Value H E | L QU A K E R G 0 R P 0 R ATI 0 N 


Test — sell Heil. Write Heil-Quaker Cor- . , 
poration today for full details on the 712 Eighth Ave. South ¢ Nashville, Tennessee 


more-for-your-money Heil franchise. 
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TODAY'S 


: OF RESIDENTIAL AND 


113 models and sizes, including 





| AIR-COOLED REMOTE SYSTEMS 


Yessir, I'm a nudist myself, but I’m sure 
gb sie ie : ae biit we uil-talaelarhielileleiac Mee 


YOU w enjoy wearing my merchandise. 








door condensing unit is easily 


Amenrican-Standard | | connected to any new or ex- 


isting forced warm air heating 


i system, along with an evap- 
USE- IT-YO U RSELF 4 olee Lol Mali Mel Mulel dilute Mir 4_ alo 
provide 2, 3 or 5 hp cooling 


OFFER . capacity. Where steam or hot 


water heating is already in- 


, : ; . stalled, the blower-equipped 
t's hard to sell a product you don't use yourself 
, evaporator provides air dis- 
especially when the customer knows that you don’t 


tribution. Refrigerant circuit is 


Yet some air conditioning dealers are still living in 
non-air-conditioned homes . . . and conduct business covered by a 5-Year Protec- 
from non-air-conditioned shops and showrooms tion Plan 
To eliminate this sales handicap, American- 
Standard Air Conditioning Division presents a new 
and unique Use-It-Yourself Air Conditioning Offer 
This offer enables you to install full-scale air con- 
ditioning in your home or place of business—with a 
top quality water-cooled unit—at a low cost you 
would hardly have believed possible. We've gone all 
out to make the deal irresistible because we know 
that when your friends, neighbors or customers 
actually see and feel the benefits your system pro- 
duces, they too will want air conditioning. As the 
Du Pont Survey pointed out, neighbors of central air 
conditioning users are the best source of additional 
’ Slide-in evaporator 
sales by a ratio of more than 3 to I! 
n American-Standard 
year-round unit Vertical air-flow 


evaporator 


Nothing sells air conditioning like air conditioning 


itself. So Use-/t- Yourself and watch your sales grow. 








American-Standard 


AiR CONDITIONING DIVISION 


Blower-equipped 





heel elelseliols 


pn eran eee ene 


American-Standard Air Conditioning Division, Dept. AA-3 
40 West 40th Street, New York 18, N. Y 

Please furnish full details on the Use-lt- Yourself 
Offer featuring water-cooled equipment. 


Name 
Company 


Street Horizontal air-flow 

Counterflow evaporator 
ie] slolaeliols 

City Zone State - 
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MOST COMPLETE LINE 


LIGHT COMMERCIAL AIR CONDITIONERS 


water-cooled models as well as the air-cooled units shown here 





AIR-COOLED PACKAGE SYSTEMS The American-Standard twin-compressor package unit 


delivers continuous air circulation and dehumidification 
for 24-hour-a-day comfort. Available in 2 and 3% hp 
sizes. Refrigerant circuit is covered by 5-Year Protec- 
tion Plan. The American-Standard low cost pre-fabri- 
cated duct system, furnished as optional equipment, 
speeds installation, increases your profit. 


Ty 
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Crawl space adaptation Commercial fiat-roof installation 


Contact your American-Standard* Air Conditioning Division Distributor 


* Amenican-Standard and Standard ® are trademarks of American Radiator & Standard Sanitary Corporation 











MERICAN-Standard 


AIR CONDITIONING DIVISION 


am 
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Make Modernization Agreements Specific in Contract 


purpose and amounts to a statement 
of an existing fact.” 

Consideration should be given by 
a dealer-contractor not only to his 
written promise of performance, but 
also to the promises the law imposes 
upon him whether or not they are set 
forth in his agreement. Of such na- 
ture is the promise implied by the 
law that summer air conditioning or 
warm air heating equipment will be 
fit for the purpose for which it is 


intended. 


Court Finds Loophole 


Recently, air conditioning units 
purchased by a customer in a south- 
ern state proved defective. When suit 
was brought by the purchaser for 
recovery of the money paid, the deal- 
er-contractor based his defense on a 
provision in the contract which stated 
that the warranty of these units from 
defects in material or workmanship 
was limited to making good any de- 
fective parts. 

“This warranty,’ said the court. 
“did not state it was given in lieu of 
all other warranties implied by law 
or that in case a machine failed to 
perform in the manner for which it 
was manufactured, the seller would 
be relieved of all responsibility other 
than that expressly stated for replace 
ment of parts.” 

The court contrasted this provision 
which failed in its purpose of re- 
lieving the dealer-contractor of im- 
plied warranties, with another con- 
tract of this sort involved in an 


earlier lawsuit. 


No Room for Doubt 


This contract stipulated that the 
agreement “is not modified or added 
to by any agreement not expressly 
stated herein,” and that “a retention 
of the property after 30 days from its 
arrival, shall constitute a trial and 
acceptance and be a conclusive ad- 
mission of the truth of all represen- 
tations made by or for the seller and 


a fulfillment of all these contracts of 


118 


(Continued from page 114) 


warranty, express oO! implied.” 
Comment of the court on the effect 

of such a provision was, “The pur 

chaser who has retained the property 


for more than 30 days after its ar- 


rival at destination, although in the 


meantime he may have given notice 
to the seller of certain alleged de- 
fects, has, by the terms of the con- 
tract, accepted the property and 
waived any right to call upon the 
seller for damages for a breach of 
any of the warranties, express or im- 


plied.” 


Brief Provision Holds Up 


A more brief provision was made 
in an agreement in an eastern state 
for the purchase of an air condition- 
ing unit: “There is no agreement, 
verbal or otherwise, which is not set 
down herein.” 

Action by the purchasers for dam- 
ages for what they claimed to be fail- 
ure of these units to meet the purpose 
for which they were intended, was 
overruled by the court, which stated, 
“The provision in the contract that 
‘there is no agreement, verbal or 
otherwise which is not set down here- 
in, effectually excludes from con- 
sideration any such understandings 
which are not stated in the contract 
or incorporated therein by refer- 
ence.” 

Of equal importance to the law 
governing the liability of a dealer- 
contractor for representations of facts 
in selling equipment and for the stip- 
ulations in the contract itself, is the 
responsibility imposed by law on the 
dealer-contractor in making these in- 
stallations and repairs. 

When action was brought in a 
western state against a contractor for 
unsatisfactory sheet metal work the 


Obligation Is Implied 


“Accompanying every contract is 
a common law duty to perform with 
care, skill, reasonable expedience and 
faithfulness the thing agreed to be 


done and a negligent failure to ob- 
serve any of these conditions is a 
wrong as well as a breach of contract. 
The rule which imposes this duty is 
of universal applic ation to all persons 
who by contract undertake profes- 
sional or other business engagements 
requiring the exercise of care, skill 
and knowledge. The obligation is im- 
plied by law and need not be stated 


in the agreement.” 


Old Law Still Applies 


Long ago, a court said, “If a smith 
prick my horse’s foot with a nail | 
shall have my action against him 
without warranty by the smith to do 
it well.” Quoting this decision of 
more than a half a century ago, the 
court of one of the midwestern states 
added: 

“The general doctrine may be laid 
down thus. In every situation where 
a man undertakes to act or to pursue 
a particular course, he is under an 
implied legal obligation or duty to 
act with reasonable care to the end 
that the person or property of others 
may not be injured by any force 
which he sets in operation or by any 
agent for which he is held re- 


sponsible. 


Performance Includes Care 


“If he fails to exercise the degree 
of caution which the law requires in 
the particular situation, he is held 
liable for any damage that results to 
another just as if he had bound him- 
self by an obligatory promise to ex- 
ercise the required degree of care. 

“In this view, statements so fre- 
quently seen in negligence cases to 
the effect that men are bound to act 
with due and reasonable care, are 
really valid and significant expres- 
sions. If there had been any remedial 
necessity for so declaring it could 
obviously have been said without 
violence to principle that men who 
undertake to act are subject to a 
fictitious or implied promise to act 
with due care.” 
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there 
must be 
a leader 








With the ancient Sport of Kings, 
it’s sometimes difficult to pick the 
winner. 


This is not so in furnaces, for in 
the all new “Dust Tight” are all 
the features that are necessary 
for leadership. 

While others use cheap controls, 
lighter gauge metal, direct drive 
blowers, with only price in mind, 
the new “Whisper Quiet” is a unit 
designed for higher Comfort Stan- 
dards with features that lead in 
sales appeal. 


“Whisper Quiet” leads the field 
because it's: 


to feature pastel color tones 





to feature “Whisper Quiet” 
operation 


to feature “Dust Tight” cabinet 


Underwriters Approved 


to feature Built in Access Light CSA Approved 






to feature Built in Burner Filter WOL SERIES 
LOBOY OIL FIRED 


Remember, if it’s Rybolt, it’s | WINTER AIR CONDITIONER Ne 
“Whisper Quiet” and “Dust Tight” 


It's a leader because it’s 


Associote Member 


¢ Pressure tested, heavy gauge wrap 
around heat exchanger 


e ) : . 
0 year warranty ® Designed for easy conversion to Sum- 


mer air conditioning 


@ Fully automatic 


RYBOLT HEATER CO., ASHLAND, OHIO 











a Built-in Leveling Device — enables “True- ra Built-in Access Light — makes interior inspec- 

= Level” installation which insures proper op- tion easy. Check filter without removing, 

2 eration of your Rybolt air conditioning unit. a tighten or adjust belts — both hands are 
Dust Tight Cabinet completely rubber Oe Tar nee Ge 

sealed and gasketed. Cabinet base is solid Pressure Tested, Heavy Gauge Heat Ex- 

, ) steel. Keeps out damp basement air and . changer — extracts every usable heat unit. 

.\ 8 floor dust just as rubber gaskets keep cold SS Y Engineered to eliminate bothersome expan- 


in your refrigerator. sion noises. 





WHAT THE ASSOCIATIONS ARE DOING 





DEALER-CONTRACTOR PANEL on installing modern 
ization reviews schedule of presentation. (L to r, stand 
ing) C. B. Tharp, H. M. Daily, and J. W. Ridgway 
(Seated) Don Tilley and Elmer Love 


BUSINESS MANAGEMENT PANEL exchanges informa 
tion before session gets underway. (L to r) J. W. Barrow, 
Ramon LaRue, Clyde M. Barnes, Fd Lewis and Wm. |} 
Garber, Ir 


Indiana Convention Shows 


“Modernization” Key to Profit 


MopeERNIZATION of existing heating svstems. of business 
operations and of shop operations was the theme of the 
1th annual convention of the Sheet Metal and Warm 
Air Heating Contractors’ Association of Indiana held 
Feb. 6-7 in Indian ipolis 

Three pane ls consisting of dealer-contractors. manu 
facturers and other industry authorities presented vital 
information aimed at aiding the dealer-contractor to ad 
just his operations in order to earn a better profit 

New officers elected are J. W. Ridgway. Frankfort. 
president; Maxwell Goff. South Bend. first vice presi 
dent: Ben Flock. Hammond, second vice president: H 
W. Meges, New Castle. secretary: J. W. Walker. South 
Bend. treasurer. Directors remaining in office are Harold 
E. Boyd. Indianapolis: William E. Garber, Jr... Indian 
apolis; Z. V. Hazelton, Muncie; and A. C, Tilley, Evans 
ville. New directors elected for two years are L. W. Wid 
ney. Auburn: Fred Snyder. Lafayette: and John Kuhar 
ic. Mishawaka. Donald S. MeCloskey, immediate past 
president, will also serve on the board of directors. 

The salesmen’s auxiliary. known as the Fur-Mets, also 
elected new officers. They are: Charles Haab, Hall-Neal 
Furnace Co., president: LeRoy Hunter. Indiana Supply 
Corp.. first vice president; Harry Dorsett. Triangle Sheet 
Metal Supply. second vice president: Richard Wickliff. 
(. W. Berkheimer Co.. third vice president: Bill Shirley. 
Nemec Heating and Supply Co.. fourth vice president: 


Howard Tout. ¢ ipitol Furnace 

Richard Watson. Peerless ¢ orp 
Paller Engineering Co.. sergeant-at-arms. The board of 
directors consists of Wendell Phillips Triangle Sheet Mi 


tal Supply: 


ind Stove Co., secretary: 


treasurer: Cy Sheerin 


led Kolbus, ¢ apitol Furnace and Stove Co.: 
A. A. Nemec, Nemec Heating and Supply Co.; Harry 
Hurt. G. W. Berkheimer Co.: Charles Buck. Peerless 
Corp.: R. L. Rummell. W. J. Holliday Co.; R. G. Renick. 
Alvin F. Muesing, 
Indiana Supply Corp.: and Wendell Sleener, Hall-Neal 


Furnace Co 


Indianapolis Machinery and Supply: 


Case Histories Tell How To Do lt 


\ panel consisting of four dealer-contractors presented 
vital information on the modernization market in In- 
diana. outlining ways to obtain modernization work at 
1 proht Modernization of existing he ating svstems tor 
better comfort and the addition of cooling equipment to 
provide year ‘round air conditioning systems were also 
discussed. This panel was made up of Don Tilley, A. ¢ 
Tilley Co.. Evansville: C. B. Tharp. Charles | Tharp 
& Son. Fort Wayne: H. M. Daily. Daily Heating and 
Air Conditioning Co.. Hammond: and E. P. Love. Love 
Sheet Metal Co.. Indianapolis 

Che panel was introduced by J. W. Ridewav. Frank 


(Continued on page 125) 
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“Short-radii bends? 
WEIRKOTES 


zinc coating 


thrives on ‘em !" 


Weirkote’s ability to take punishment is a big 
reason so many fabricators are so enthusiastic 





about it 


Look at the “S” cleat fabrication at the left, for 





example. It’s about as ornery a job as you can 
face. Yet Weirkote makes it easy. 
You can bead it, crimp it, twist it, draw it, work 


it to the limits of the stee! itself. Doesn't matter 
what the job or how demanding it is. Weirkote’s 





continuous process integrates the zinc and the steel 
so that the most complicated forming operations 
are made without chipping or peeling. 


And now Weirkote is treated to inhibit wet storage 
(white oxide) stain. Your finished product has the 
enduring anti-rust protection you want it to have. 
You save yourself a lot of rejects, a lot of annoy- 
ance. Your costs, from purchase of Weirkote 
through fabrication, are pleasingly low. Your cus- 
tomers get even more value for their money, 
Weirkote may help vou to make an even better 
product at an even lower cost. For free 12-page 
booklet of facts and technical data, write to 
Weirton Steel Company, Department J-9, Weirton, 
West Virginia. 


WEIRTON STEEL 
COMPANY 


WEIRTON, WEST VIRGINIA 





© division of 


sth 
NATIONAL STEEL (ale CORPORATION 








cd 


The Dynamic New YAZELLIAMSON 





GASAVER AND OILSAVER UNITS 


DELUXE AND SUPER SERIES UNITS 


e AGA Seal of approva gas units e yea 
guarant 3as e Hi-B Boy a 
ter-riow styles 








NEW SPECIAL SERIES UNITS 


' e Factory assembled and wired e Factory tested 

i for perfect operation e 10 year guaranty e Inter 

Hi-Boy Mode changeable for use with gas or oi! e Hi-Boy, Lo-Boy 
and Counter-Flow styles 


AIR CONDITIONING UNITS 


2%, 3. 4. 5. 7%. 10 H.-P. units e Duct Coil 
Plenum ‘‘A" Coil, Horizontal Fan Coil and Console 


styles e Air cooled e 5 year warrant 


COMPLETE LINE OF SEAL-TITE 
DUCT, PIPE & FITTINGS for heatir 


tale merele)iial-M- lige taglele hele) 


_ 


CONSUMER PROMOTION 


Tel) Mote laatel(-2¢-mr-laleMt-1-4-40-1-t-1)1- Mosler ie lasl-lameleelaale) 
ilelamelce)-4¢-lesmiamaal-Mlalelst laa. sales aids, radio, 
TV and newspaper advertising, and a complete 
assortment of free literature on all products 








Lo-Boy Mode! 
with Air Conditioning 





Counter-Flow Model 
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Seal-Tite* Line Offers You Everything! 


vibe 


& Seeger’ 


SR 


Seal-Tite* is a: 


exclusive WILLIAMSON 


Jesign which insures a dust 
| tight cabinet and outmodes 
\ ; everything but low-cost com 

Tole ae late! eanliness to the 


ymeowner. Years ahead ir 


ae ce i lees olin LOE 


THE WILLIAMSON COMPANY 
3310-M3 Madison Road « Cincinnati 9, Ohio 


Gentlemen: 





Please send me information on the following 
[] Heating Equipment [] Cooling Equipment 
[_] Duct, Pipe and Fittings 
* Name__ __Title 


Vidteleelae. tigee ele te) [ t ¢ a Firm 


Ofelalel tabi iy 


Address. 





City Zone__State__ 


FAIRWAY 


PREE 


OFFER EXPIRES 
APRIL 15 
ORDER NOW! 


FAIRWAY 


. FREE 


First in... i 
ECONOMY 
SIMPLICITY 
EFFICIENCY 


® Fits All Furnaces. 
© Built to Rigid Specifications; Approved for 
Use on Government Projects. 
® Foamglas Float, Rustproof Brass Float Parts, Factory by the Makers of World's Largest Selling 
Assembled and Adjusted. No further adjustment AUTO-FLO Automatic Humidifier 
necessary. 


® Inspection Plate Removes without Tools. r PRICED 
OWEST PRICED 
® Operates on ali Water Pressures from 5-175 Ibs. LOW 7 ; GOOD . 
AUTOMATIC HUMIDIFIER 
on the Market 


without adjustment. 


@ Hord Chromed Trouble Free Orifice. 
> 


IDEAL for PROJECT 
BUILDERS 


e Double Coated Porcelain Pan. 
e@ Complete with Copper Tubing and all Fittings. 
® Fiber Glass Evaporator Plates with Rustproof Drain Clips. 


Wine toy fer FAIRWAY opivision 


more information 
gu ane OTTY AUTO-FLO CORPORATION — 12085 DIXIE — DETROIT 39, MICHIGAN 


Automatic Humidifier 
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WITH THE ASSOCIATIONS 


(Continued 


from page 120) 





fort, who set the pace for the convention by describing 
the problems of the sheet metal contractor and the ex- 
periences of these members in overcoming those prob- 
lems. Mr. Ridgway was particularly emphatic in pointing 
wut that modernization was much more than the replace- 
ment or repairing of existing equipment. He mentioned 


hat very little profit could be derived from the sale of 


hor that it is the sale of equipment that is re 
sponsible for the financial success of dealer-contractors 
herefore. modernization should not only include the 


eplacement of outdated equipment: it should also in 


clude the addition of new equipment to existing systems 


Locate Leads With Specialty Salesmen 


In explaining how his company locates prospects for 


modernization work. Don Tillev stressed the use of spe- 


iltvy salesmen. He has found this a very effective means 
f develoy leads d making it possible for the com- 
ny to operate at profit. He hires the specialty sales 
men. instructs then the benefits good equipment can 
wide, and puts them on an incentive commission basis 


He issumes the res nsibilitvy for providing the leads 


ind the necessary work involved in engineering and esti 

nat he jobs. His ess with this program has in 

dicated that each sp iltvy salesman can expect to close 
verage of two sales week, the vear around 

| por nh I my estimates a proht on 


erv job. C. B. Tharp revealed that a survey conducted 
hy himself indicated that 7 percent of the cost of equip- 
should be added to the selling price to offset war 

ty sts. He it des his overhead percentage 

t res the st of Dh supervisior He has found that 
often service calls resulting from the benefit of war 


ntv guarantees eat up the entire profit on a job 


Heating Standards Best Sales Aid 


Modernization work requires hard selling.” says H 
M. Daily. who pointed out that the prospect must be told 


vhat is wror vith \Is heating system and how 
much out of date it is. He must be shown how a modern 
heating system differs from thos installed as recently 


is seven or eight vears ago. Then. to overcome sales re 
sistance to a complete modernization job, Mr. Daily 
recommended that the benefits of a well-designed heating 
svstem be brought into the mnversation with the pros 
pect. He recommended American Artisan’s heating 
standards ird as the best sales tool to use for this 
presentation. He said that the heating standards card is 
the most successful sales tool he has used in a long time. 
nd it can be used effectively to convince prospects that 
comfort can be had in every room of the house. However. 
he pointed out that everv job must be engineered to oive 
the conditions listed on the card, and that proper engi 


neering rules out any short cut estimate or quick in- 





SOUVENIRS FOR DEALER-CONTRACTORS are ex- 
amined by Indiana Fur-Mets (1 to r) Harry Dorsett, 
Wendell Franks, Ken Fournier, Howard Tout, Richard 
Watson and Charles Haab 


Pee 





MODEL CODE-ORDINANCE is presented to city heat- 
ing inspector. (L to r) Don McCloskey, Mrs. H. W 
Meggs, Charles Buck, Preston Ake and H. W. Meggs 


stallation. Therefore. he recommends that in every cas 
the dealer-contractor make a step-by-step explanation to 
the prospect. showing that the price asked, though it he 
higher. is well worthwhile. 

No modernization program would be complete with- 
out information on selling add-on summer air condition- 
ing equipment to existing warm air heating systems This 
subject was covered by E. P. Love. who believes it is 
unwise to hold back the sales price when the prospect 
asks for it. Mr. Love recommends that an approximate 
price be quoted and that the salesman then proceed to 
explain the necessary steps involved in providing the 
type of comfort the public has been led to believe it can 
obtain by adding summer air conditioning equipment to 
the existing heating system. Mr. Love savs too many 
people tend to make it appear easy and simple to make 
an add-on installation and that too often the final result 


is a che ap job that fails to produce the comfort required. 


(Continued on page 128) 
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The era of the 


Frank Lloyd Wright 
employs 


ERE COPPER 
Cnt UV. 


in a dramatic and utilitarian manner on the roof 
of the I. N. HAGAN residence, Uniontown, Pa. 


y architects are using the 
» weather. They are 

}’ and 4’ overhangs. 

rives them more sweeping 
ooling loads, reduces 


use of copper on the roof of the HAGAN residence. 
The bold scale of the unique stepped design stretches 
this house out to huge proportions, making it hug the 
terrain as though it were part of the countryside. 
Construction details and application techniques used 
tter protection of window to apply the roof were discussed jointly with owner, 
now. architect, sheet metal contractor and Revere. In fact, 
lucing the “‘big roof”’ effect tevere’s Research Department and Technical Advisory 
copper. Its ease of work- Service made up models of the recommended details 
xibility in design, make it in order to make sure their recommendations were 
f the master designer. And practical. These details were then discussed and accepted 
have been unmatched for by the owner, architect and contractor 
drawings prepared. 


centuries. 
A most striking example of what can be done with Why not call on Revere’s Technical Advisory Service 
copper is illustrated by Frank Lloyd Wright’s dramatic toa your specifications and planning? 


, and working 


siet iF 


REVERE COPPER AND BRASS INCORPORATED 
Founded by Paul Revere in-1801 
230 Park Avenue, New York 17, N. Y. 


Mills: Rome, N. Y.; Baltimore, Md.; Chicago, Clinton and Joliet, lll.; Detroit, Mich.; Los Angeles and 
Riverside, Calif.; New Bedford, Mass.; Brooklyn, N. Y.; Newport, Ark.; Ft. Calhoun, Neb. Sales 
Offices in Principal Cities, Distributors Everywhere. 
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— to a new era for the 
CQO] 


9,000 LBS. OF 20 OZ. REVERE COLD 
ROLLED COPPER used on the 


supplied to the Sheet Metco Or 
HENRY J. COOPER COMPANY 
town, Pa., by the Revere Distribut 
WILLIAMS AND COMPANY 
Pittsburgh, Pa 


CLOSE-UP SHOWING ful! support be 
tween horizontal battens, as suggested 
by Revere's Technical Advisory Serv 


after careful study. Expan 


were made 24 apart 


sion oints 
General Con 
tractor was HERMAN H. KEYS, “Master 


Builder,’ Uniontown, Pa 


‘ a | p 


¢ 


a ay ; A 1@ be 4 
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DETAIL SHOWING stepped design and 
how continuous edge strip wos applied 
Distan between seams was 23 to 
the 70 


weather using Revere 20 oz. 3 
94 


oz. 30 x 
6 copper sheets. 
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His experience in the Indianapolis area indicates that 
the public is interested in quality more than it is in price 
and that variations in price can be explained to the 


dealer's advantage 


Shop Modernization Lowers Fabricating Costs 


Shop modernization came in for attention when Max- 
well Goff. who moderated the forum, pointed out how 
continued use of obsolete equipment tends to eat up 
proht out of an otherwise well controlled business. To 
support Mr. Goffs point of view, a panel made up of 
Edward Bill, Lockformer Co., Chicago; Joseph R. Yoch, 
Engel Sheet Metal Equipment, Inc.; and Lawrence F 
Gichner of Washington D. C. presented information that 
would enable either small or large sheet metal and warm 
air heating dealer-contractors to improve their shop op- 
erations. Mr. Bill outlined the drawn-out processes in- 
volved when hand tools are used and presented several 
case histories to describe how mechanized equipment 
made it possible to cut down on labor costs, thus reduc- 
ing overhead in the shop. 

The use: of multiple purpose tools was described by 
Mr. Yoch who said that modernization not only means 
replacing worn out tools but also altering the layouts 
to improve working conditions within a shop. This type 
of modernization, he says. makes it easier to obtain the 
materials, to fabricate and form them, and to assembk 
in the final operations. Thus, a dealer-contractor will find 
it easier to plan his production and to route it through 
the shop. Mr. Gichner showed over 100 slide films of 
photographs he has taken during visits with other sheet 
metal contractors in various portions of the country. The 
films were narrated by Mr. Gichner. who pointed out 
that each of the operations he described were directed 


toward modernizing the shop for smoother operation. 


Office Modernization Lowers Overhead Costs 


Anothet panel, moderated by William E. 


Indianapolis, directed its comments toward the moderni- 


Garber of 


zation of business management for profit. This panel was 
made up of J. W. Barrow, vice president and treasurer, 
The Peerless ( orp.; Ed Lewis. association secretary and 
attorney; Clyde Barnes, editor of American Artisan; and 
Ramon LaRue, Acme Advertising Associates. These men. 
each discussing various subjects related to business man- 
agement, supported Mr. Garber’s introductory remarks 
that no modernization program could be complete with 
out a complete overhauling of the management portion 
of the business and that every function that contributes 
to produce a profit must be reviewed and adjusted so 
that it supports its share of the cost involved and pro- 
duces a satisfactory profit. 


In describing why dealer-contractors go broke, Mr. 
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Barrow said there was a 42 percent increase in business 
failures in the heating and air conditioning industry 
between the figures quoted in 1955 and those quoted 
for 1956. He said in order to avoid becoming a statistir 
in this category. a dealer-contractor should review his 
business methods on a monthly basis. that often an 
annual review of a company’s business report is not 


sufficient. 


Collections Key to Profit 


The collection of overdue accounts was discussed by 
Mr. Lewis, who suggested that a dealer begin his col 
lection procedures as soon as a job has been completed 
He recommended that every job have a contract and a 
mechanic's lien, that both of these devices make it easie 
for a dealer-contractor to make his collections. They also 
protect the dealer-contractor from the cost involved if 
a case must be taken to court in order for him to get 
paid for the work he has dons 

The success of a well planned and periodically re 
viewed sales promotion program was illustrated by the 
case history of the Hoosier Heating and Air Conditioning 
Lo. of Terre Haute, which was presented by Clyde M 
Barnes. In his review of this case history, Mr. Barnes 
showed how a dealer in 1954 doing approximately 
$104,000 volume was able to increase his volume to 
$186.000 in 1955. to $273.000 in 1956. and 8$360.000 
in 1957. 

The program called for a periodic review of the 
amount of money being spent for promotion. In budget 
ing for the next year. media not producing successful 
results were dropped and media producing good results 
were allocated a larger share of the amount of money 
to be spent for sales promotion. In each year, the dealet 
contractors profit was increased by a satisfactory pet 


centage. 


Model Ordinance Made Available 


In order to aid cities and other communities to obtai: 
heating and air conditioning code enforcement, the 
association, through its department of public informa 
tion committee, headed by H. W. Meggs. New Castle 
prepared and presented to the delegates a new ordinance 
that will help make code enforcement effective. The con 
vention approved this code and ordinance, a copy of 
which can be obtained by writing H. W. Meggs, Rose 
City Sheet Metal Works, 1107 Broad St.. New Castle. 
Ind. 


Life membership was awarded Charles E. Tharp of 
Fort Wayne, a charter member of the Indiana associa 
tion. The life membership presentation was made by Don 
McCloskey, the outgoing president. 


(More association news on page 131) 


AMERICAN ARTISAN, Marcu 195! 














For Perfect A 








\ eal 


ir Conditioning 


EVERYWHERE 


























Install Perfection ANYWHERE 


Yes, you can install Perfection 
Heating and Air Conditioning 
equipment anywhere. In the illus- 
tration above the coils are above 
the Perfection Regulaire—with a 
remote evaporator installation. 
There are also self-contained 
units, Tuckaway and Economy 
Models, giving you the most 
complete line of residential and 
commercial air conditioning on 
the market. 


Every Perfection air condi- 
tioner is a masterpiece—in per- 
formance, in appearance. Even 
the largest units are very com- 
pactly built and proportioned for 
maximum flexibility of installa- 


Guaranteed Comfort Since 1888 
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tion. The Perfection line includes 


Heating and cooling 


the revolutionary new heat pump. 
equipment witha... 


Perfection air-cooled residen- 
tial units are available in 9 sizes, 
from 2 to 10 ton capacity, as well 
as the efficient Silhouette 17, 


America’s most beautiful win- 


dow unit. 
Perfection delivers more cool- 


ing, more effective dehumidifica- 





tion, better air circulation per 


Full page color ads in Sunday News- 
paper Supplements will tell your cus- 
tomers and prospects why they should 
insiston PERFECTION REGULAIRE 
for heating and cooling. Ask your 
Perfection Wholesaler for full details 
—direct mail—co-op news—radio-TV. 


current-dollar. Truly, this is 
America’s most beautiful home 


conditioner. 


Install Perfection for more sat- 
ished customers 


—greater profit. 


Orvisr+dw oF 
a. 
/ 


PERFECTION INDUSTRIES @ 


CLEVELAND 10, OHIO 
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FOR THE JOBBER ‘ 
JOBBERS LIMA STANDARDIZATION: 
D ALERS HERE’S HOW 
YOU BENEFIT FROM 
LIMA 
STANDARDIZATION 


e SIMPLIFIES INVENTORY 7 
e CUTS CAPITAL INVESTMENT 
e SPEEDS TURNOVER 


e ELIMINATES OBSOLESCENCE 





e REDUCES WAREHOUSING 


e IMPROVES SERVICE 





FOR THE DEALER 
LIMA STANDARDIZATION: 


e ASSURES AVAILABILITY .. . All 
sizes of every model are supplied 
promptly . . . even during peak of 
heating season 


LJ 
Lima makes only the registers that you need 


most often .. . and makes them BETTER with SATISFACTION . . . puts extra qual- 
ity into the product at no extra cost 


INCREASES CUSTOMER 


stronger construction, greater beauty 
e ENCOURAGES RE-ORDERS ... 

exclusive Lima features simplify 
More and more Jobbers and Dealers installation, adjustment and balanc- 
ing. Saves job time and cost 


and special features for outstanding performance. 


find Lima’s standardized line answers their 


needs better . . . at no extra cost 














SAY 
é 


CIC, REGISTER COMPANY « LIMA, OHIO 


nae 
1786 N. Cable Rd., sold exclusit ely through wholesalers and manufacturers r- ~<) bad 
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INCREASED USE OF ORNAMENTS for architectural 
sheet metal work is discussed by (1 to r) W. F. McAfee, 
Richard B. Millard, H. J. Breininger and Joseph Cashier 


(Continued from page 128) 





Kirkpatrick and C. W. Lockhart 


New York Contractors Urged To 
Develop the Curtain Wall Market 


BUSINESS PROBLEMS confronti the sheet metal cor 
tractor and the warm air heatir esidential air condi 
tioning dealer-contractor was the theme of the 35th an- 
nual convention of the New York State Sheet Metal. 
Roofing and Air Conditionir Contractors’ Associatior 
held Feb. 3-5 in Schenectady. Solutions to the problems 
Millsom. vice 


Perfection Industries 


discussed were recommended by C. W 
president, sales and advertising 
Div. of Hupp Corp.; Glenn Davis. manufacturer's rep 
resentative. Schenectady: C. W. Lockhart. Buffalo Forg: 
Co.; E. J. Bolduc, Jr... Kaiser Aluminum and Chemical 
Co., and H. J. Breininger, Miller and Doing Co 

New officers elected are: Percy Sullivan, Bingham- 
ton, president; William R. Nolder, Buffalo. first vice 
president; George Ballard. Jr... Rochester, second vice 
president: Clarence J. Mever, Buffalo. executive secre- 
tary; and William C. Kirkpatrick, Buffalo. treasurer. 
Elected to the board of directors for a one year term 
is Art Heaphy, Syracuse. Elected for three year terms are 
Nicholas Vandetti, Schenectady; O. Sprinchorn, James 
town; and Ase Hall, Elmira 

The Merchandisers Association. the salesmen’s aux- 
iliary. reelected Richard G. Jonea American Brass Co.. 
president; F. A. Johnson, Jr.. David Levow Co., first 
vice president: P. W. Ponti, Whitehead Metal Products 
Co., second vice president; Fred C. Baumbach, Climate 
Equipment and Supply Co., treasurer; and Harry 
Ivanuska, Climate Equipment and Supply Co., secretary. 
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Paul W. Lane. John B. Davie Co.. was named sergeant- 


it-arms Two new directors to serve three vear terms 


are A. R. Wheeler, Whitehead Metal Products Co.. and 


C. E. Sperlik, Revere Copper and Brass, Inc. 


Discusses Growing Use of Curtain Wall 


[he importance of metal curtain wall panel fabrica- 
tion and erection to the sheet metal contracting industry 
was pointed out by E. J. Bolduc. Jr.. who told the 
onvention delegates that this type of building material 
will grow in favor as the economical way to construct all 
buildings, both single and multiple story types. The suc- 
cess of fabrication and erection will depend upon the 
ontractors understanding of metal thermal character- 
istics. He pointed out that a 20 ft aluminum panel would 
expand (or contract) approximately 5/16 in. with a 100 
deg change in temperature. 

Such a rate of expansion, he said. must be taken into 
onsideration when the panels are put into place, and 
the proper sealants for joints as well as anchors that al- 
low for this degree of movement must be provided. Mr. 
Bolduc said there are three general types of sealants in 
use today: 1) polybutane extruded tapes; 2) synthetic 
rubber; and 3) continuous neoprene gaskets with pre- 
formed channels. 

It is the opinion of H. J. Breininger that the use of 


architectural sheet metal ornaments is on the increase. 
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HOW TO REDUCE dealer-contractor air conditioning 
problems is being discussed by (1 to r, front row) 
Clarence J. Meyer, Richard W. Friday, C. W. Millsom 
and Bert F. Dart. Back row, W. H. McAmblay and Floyd 
M. Babcock 


Mr. Breininger said, “Designing of buildings in the 
severe modernistic style is decreasing. | have noticed a 
pronounced trend toward a pleasing effect by the use 
of ornaments, particularly in the display field, where 
stvle trend is a barometer. There also seems to be new 
interest in the use of architectural sheet metal on schools, 
churches and public buildings.” 

Because there has been a pe riod when the use of sheet 
metal ornaments has been almost omitted from building 
specifications. the training of apprentices in the installa- 


tion of this equipment has been neglected in many ap- 


> % 


o 
4 






vs 






PLANNING THE 1959 convention are (1 to r) 


Richard G. Jones, Percy Sullivan and F. A. Johnson 


syrenticeship training yrograms., Mi Breininger recom- 
I I I 


mends that each apprentice training committee include 


this important skill in all courses. so that men with the 
required skill will be available for this type of work 
which is being written into many new building specif 


cations. 





(Continued from page 131) 


The importance of clean air, especially in commercial 
and industrial applications, was pointed out by Glenn 
Davis, who said that many of the problems developing 
in air conditioning systems are the direct result of 
someone's failure to clean or replace filters periodically 
In several case histories of jobs that had been the source 
of considerable aggravation to air conditioning dealet 
contractors. Mr. Davis showed how restricted air flow 
at the filter or cooling coil was the fundamental cause 

Because of various types of airborne dusts that must 
be removed by filters, he recommended that all com 
mercial and industrial air distribution systems include a 
prefilter. This includes the electronically operated filters 
as well as mechanical filters, he said. Prefilters remov 
the large particles of dust that are responsible for surfac 
loading of filters designed to remove fine dust particles 

lo avoid lost time due to unnecessary service calls 
on year ‘round central residential air conditioning svs 
tems. C. W. Millsom suggested that no new installation 
should be considered completed until the svstem has beer 
balanced for correct air distribution under both heating 
and cooling conditions. The cost of this service should 
be included in the selling price of the job. he said. Follow 
up service is a good sales tool, as purchasers of year 
‘round systems have indicated they are willing to pay the 
cost when its need is carefully explained 

Sheet metal contractors specializing in industrial ven 
tilating svstems received good advice from C. W. Lock 
hart on selecting the best type of equipment to meet the 
various needs of the ventilation field. Mr. Lockhart de 
scribed the various types of fans, blowers. roof ventila 
tors, package units, and flashing methods. He discussed 
the importance of make-up air and explained how it 
should be tempt red to meet the conditions existing in the 
industrial area being served. He used case histories to 
point out the frequency of customer complaints which 
were due to equipment not having been selected to meet 


the needs of the applic ation 


Old Timers Get New Chief 


Jims Owens of the Mercoid ¢ orp. has retired as national 
chairman and “chief” of the Old Timers Club of the Oil 
Heating Industry. He will be succeeded by Charlie Ber 
dix. Chuck Lang is vice chairman and will succeed Mr 
A. MacCubbin continues as 
secretary and Ed McDonnell as treasuret 


Bendix in three years. H. 


Birmingham Group Elects Officers 


ANNUAL ELECTION OF OFFICERS was held recently by the 
Birmingham chapter of the Roofing. Sheet Metal. Heat 
ing and Air Conditioning Contractors’ Association of 
Alabama. Harry Hahn. Jr. was elected president; Ray 
mond Hinkle. first vice president; Leon Ponder, second 
vice president: and Ferris S. Ritchey, Jr.. secretary 


{ Vore association news on page 135) 
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New Adaptable Air Conditioning Line 
Makes PROFIT for DEALERS 


In central systems alone there’s a unit for virtually every application. 
Units are easy to install, easy to service. Product quality plus Maximum 





nents Githtieiietinnt Gaateah Oe Gee Performance Testing (M.P.T.) result in customer satisfaction. These 
ee are the things which sell, which keep customers sold, on our equipment 


— and on your organization! 


MORE FEATURES TO HELP YOU SELL 


EXCLUSIVE NEW LECTROFILTER’ GENERATOR — Standard equip- 
ment on all models. A unique development used to electrostatically 
charge the filter which collects pollen and dust. 


U EXCLUSIVE PERMALIFE® — Outstanding enamel finish UL tested. 
Proved to withstand 2600-hour hot, salt spray test. 





1958 Remote Air Conditioner Conden- 


py yy tt EDT eee EXCLUSIVE MAXIMUM PERFORMANCE TEST (M.P.T.) protects 
dealer's profits on air conditioners. EVERY air conditioner is operated 
under tropical conditions before shipment. This is your assurance of 
satisfying performance — free of troublesome service calls. 


FOR PROTECTED PROFIT — PROMOTE AND SELL COOLERATOR! 
WRITE FOR COMPLETE, DETAILED INFORMATION TODAY! 
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1958 Blower-Coil Units and Coil Sec- — 
tions—3. 4 and 5 ton models (Blower - 7 . 7 if - act mEaTER 
coil with decorative-front accessory sat si — oe ee ee eee balsas iis , 





LONERGAN COOLERATOR DIVISION 
Department CAC83-AA, Albion, Michigan 


Tell me more about the Coolerator line and prices. 


Finest in Home Comfort Appliances 


LONERGAN COOLERATOR DIVISION 


McGraw. Epison Company 


Name 
Avaion, MicHIiGaNn 





Company 


Street 


City ‘ io . Zone State 





see how easily you can 
change over units on the new 


ROBERTS 
















Install any of these hydraulic ther- or change over to wall thermostat 
mostatic units for automatic spac operation by installing: 


heater operatu n 


Start with Basic u Sanres 1000 for 


manual s; ace heater operation 


e 100% automatic shut off of e 24 volt electric unit 


pilot and main burner e Snap action, self-contained 
e A&B gas valves, pilot filter e Snap full on l 7 
and pilot adjustment e Snap to bypass Gas pressure regulator im- 
¢ Snap to high flame—throttle proves ignition (optional on all 


models 
down to bypass—snap off ) 


e Throttle to bypass 


* cuts inventory costs 


* standardizes manifold assemblies 
Be *cuts application costs 


saves space—compact 


*%cuts service costs 


CONTROLS COMPANY 


GRAYSON CONTROLS DIVISION « LONG 


% for space heater 
applications 


BEACH, CALIFORNIA 
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NEW OFFICERS OF ILLINOIS 
association receive congratulations a slide film 
(L to r) Herbert Drews, Martin P 
Lauerman and Ed Godlewski 


RANDALL NELSON narrates 


presentation on 
NW AHACA's Silver Shield system 
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WARM AIR HEATING and sum- 


mer air conditioning research is 


reviewed by Lee Miles (left) and 
Don Bahnfleth 


Illinois Dealer-Contractors Told 


Sales Promotion Programs Increasing 


HOW DEALER-CONTRACTORS can improve their economis 


position by adjusting the sales promotional activities 
to tie in with national programs now in existence and 
those planned for early inauguration was the general 
theme of the 44th annual convention of the Sheet Metall. 
Air Conditioning and Roofing 
of Illinois. held in Peoria Feb. 10-12 

Officers elected to head the organization for 1958 are: 


Martin P Herbert 


Drews, Danville, vice president: Jay E. Harms. Peoria. 


Contractors’ Association 


} 


Lauerman, Galesburg. president: 
A. H. Schroeder, Champaign, treasurer. Direc- 
tors elected for one year are: Tom Novak, Chicago: 
Robert Farreau, Harrisburg: Frank Mehrings. Peoria; 
Hively, Springfield. Directors elected for a 
Peoria, and E. A. 


secretary: 


and Gene 
three vear term are Lee Wagener. 
Schmidt. Sprit efield 

Randall Nelson. National Warm Air Heating and Air 
Conditioning Associatior onvention theme when 
he described NWAHACA’s Silver Shield program. This 
program has been designed to counter the three major 
problems of the industry. Mr. Nelson outlined thes 


set the 


problems as: 1) home owner ignorance of comfort ca 


systems; 2) use of price 


pabilities of modern heating 
by the home owner as a yardstick in purchasing a heat- 
ing system; and 3) the low profit level that has existed 
in all segments of the industry for too long a period. 
The Silver Shield program will help create the con 
cept of comfort at the home owner level and will help 
dealer-contractors sell quality components of the complete 


heating system. With this in mind. Mr. Nelson told the 


convention delegates that the future of the warm air heat- 
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ing industry is in the hands of those men who will sell 
ind install only quality type heating systems that can 
display the Silver Shield, which will become the coat 
of arms of dealer-contractors participating in the pro- 
gram and who have agreed to guarantee their systems’ 


performance. 


Report on Project Warm Hearted House 


Project Warm Hearted House. an industrvwide pro- 


gram already underway. sponsored by 


Minneapolis- 
Harold 


Chamberlain. Mr. Chamberlain said that Project Warm 


Honevwell Regulator Co... was described by 


Hearted House was designed to develop modernization 
leads through the use of a quiz designed to permit home 
owners to rate the performance of their heating systems, 
which should result in more dealer-contractors’ gaining 
access to basements and equipment rooms. 

In describing the Warm Hearted House project. Mr. 
Chamberlain said that all dealers who desired to partici- 
pate in this were welcome to do so at no cost to them- 
selves that the program provides for a free promo- 
tional kit which includes ad mats. mailing pieces, win- 
dow and counter displays and a heating system check-up 
chart that can be used by dealers’ salesmen to show 
prospects how ineffective their present equipment is. 

rhe growing use of plastic materials for duct systems 
required for ventilating of areas where corrosive fumes 
develop due to manufacturing processes was described 
by Les Fenlon. Alfred Goethel Sheet Metal Works. Mr. 
Fenlon is a sheet metal contractor who has installed a 
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ILLINOIS CONVENTION COMMITTEE checks pro 
gram schedule. (L to r) J. G. Mielke, Carl Berry and 
Lee Wagener 


WARM HEARTED HOUSE program is discussed by 
(1 to r) Jim Reuter, Hal Chamberlain, Earl E. Walters 


and George Sturm 


number of ventilating systems employing plastic ma 
terial throughout the Midwest. Mr. Fenlon advised sheet 
metal contractors using PVC plastic material to use it 
only on applications where the temperatures of the fumes 


When describing 


the methods used for fabricating plastic materials, Mr. 


being handled do not exceed 160 F. 


Fenlon said that the sheet metal shop is an_ ideally 
equipped fabricating facility. The shearing of the rigid 
plastic materials can be accomplished with the standard 
tools found in most sheet metal shops. In describing how 
to bend the plastic material, he recommended that it be 
heated with infrared lamps at the point where the bend 


is to he made 


Heat Loss in Basement Ducts Explained 


How to heat the basement of a residence was outlined 
by Don Bahnfleth, research engineer, department of en 
gineering, University of Illinois. Mr. Bahnfleth said that 
a number of tests conducted at the research residence at 
the University of Illinois showed inadequate heating sys- 


tems installed in basements at the time of erection 


could be 


across the ceiling of the basement and down the outer 


somewhat corrected by running a_ duet 
wall to the floor level and installing floor type diffusers 
on branches extending off from each side of this down 
comer. The diffusers should be installed so that the 
heated air is discharged parallel to the wall 

In answer to the question: “Will the down-comer at 


2 Mr. Bahnfleth 


said that tests indicated that temperature drop in the 


the outer wall tend to lose heat rapidly 


ducts was at the rate of 0.8 deg per ft for the first 10 
ft of the branch duct and that the temperature drop 
in the duct increased to 1.0 deg per ft for the remainde 
of the distance (8 ft) to the outer wall. The temperature 
drop in the down-comer was at the rate of 0.6 de 
ft. indicating that temperature loss was not at a hig! 
rate in the down-comer 

How to cure some often encountered troubles in re 
sidential summer air conditioning applications was dis 
cussed by Lee Miles, Mueller-Climatrol. Mr. Miles said 
that tests show that about 95 percent of summer ait 
conditioning service calls are due to lack of proper 
distribution. He listed four reasons for ImMprope 
distribution: 1) the blower is not large enough to ha: 
the required air volume for summer air conditionin 
ducts are not large enough to supply the air volume 
}) insufficient air passes over the cooling coil: 
iir filters are dirty 

The advantages of a selling price formula we 
scribed by R. G. Bock. Mever Furnace Co. Mi 
suggested that this formula be developed by setting 
selling price to equal 100 percent and evaluating th 
various costs involved at related percentages and in thei: 
ratio to the total of LOO percent He pointed out that 
if equipment costs were 1 percent of the selling pric 
then this was the ratio that would provide adequately 


take care of proht and the other costs involved 


Service Contracts Should State Responsibility 


The importance of a service contract that shows the 
responsibility of the dealer and the customer was di 
scribed by Lee Wagener, Lee Wagener Co.. who also 
said that the contract should not only spell out the re 
sponsibility of the dealer, but should spell out the 1 
sponsibility of the customer as well and should explair 
the length of time that this responsibility will remain in 
existence. With such an understanding, it’s easier for the 
dealer-contractor to charge for services provided beyond 
the period covered by the contract 

The training of service personnel is a continuous job 
that must be carried on by a dealer-contractor organiza 
Walter Lischett 


Vercoid ( Orp.. who said that ~t rvice work must bye pel 


tion. This subject was covered by 


formed by properly trained men if the department is to 


keep customers satished and operate at a profit 


(More association news on page 140) 
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Heatwave’s new remote, waterless condenser 
and Hi-Boy gas-fired furnace with evaporator unit 














selected for new country club 


and 528-home development 
in Kansas City 


“Kentucky Hills” Designed to Include Heatwave Year ‘Round Air Conditioning 


heoted, cooled and air conditioned by HEATWAVE gas-fired 

e new, remote condenser—chosen because of its low operating 

either new or existing worm-air systems. Teamed with Heatwove 
h 


sfired fur sings, if mokes oir conditioning possible without expensive 
ductwork alteration 

Here's Why This New Remote yndenser Was 
VERTICAL HOT AIR DISCHARGE! All h 
gross and shrubs 


EASY TO SERVICE! Detachable valves 


ton 


Chosen 


of or 


is discharged upward to prevent damage to surrounding 


oil sight glass, liquid sight glass, moisture indicator and dryer and 
jora ports minimize service problems 


LOW OPERATING COST! larger 


wer liquid temperature 


condenser foce area gives lower operating heod pressure.and 


Hl tr 


Counter-Flo 
80,000 te 160,000 
BTU input 


HEATING 


Horizontal 
60,000 te 120,000 
BTU input 


lo-Boy 
80,000 te 200,000 
BTU input 


Hi-Boy 
80,000 te 160,000 
BTU input 








AIR CONDITIONING 








Manufactured by SOUTHWEST MANUFACTURING COMPANY e@ Box 151 © Avrora, Missouri 
A Subsidiary of The F. E. Meyers & Bro. Co., Ashland, Ohio 


MAR 


YEAR 'ROUND AIR CONDITION- 
ING LURES HOME BUYERS IN 
$13,000-$14,950 BRACKET 


HEATWAVE is key to 
“country club living” 


Today's homebuyers.” according to C. W 
Jones. builder, “definitely tend to consider 
complete air conditioning a ‘must’. For 
this reason, the latest Jones development 
—Kentucky Hills in Kansas City—is plan- 
ned to include full air conditioning in its 
528 homes. It is the first such subdivision 
to undertake combination heating and air 
conditioning in homes priced from $13,000 
to $14,950. It is also the first development 
in the country to have a Country Club 
built in advance of the homes 

The clubhouse, pictured above, will serve 
as the hub of community activities when 
the homes are completed. and is designed 
for the exclusive use of homeowners and 
their guests. The facilities are ample for 
swimming, ballroom dances, patio parties 
and game-room activities 

Cc. W. (Bill) Jones, though only 36 years 
old, is a leading indevendent contractor in 
the Midwest who attributes his success 
to the quality of the houses he builds. He 
planned air conditioning for all the homes 
in Kentucky Hills in the belief that it 
would give his buyers greater value for 
their money. and would greatly upgrade 
the development. Because he respected 
the quality of Heatwave combination fur- 
naces and waterless air conditioning. Bill 
Jones chose Heatwave's 80.000 BTU input 
model to install in all the 528 homes. The 
soundness of his plans is vroved by home 
sales which have run 40% to 50% ahead 
of production since the development 
opened 

Heatwave gas-fired furnaces are being 
installed in all the seven different floor 
plans offered in the subdivision. They are 
already adapted for waterless air condi- 
tioning with the evaporator coil housing 
located on the top of the furnace. Because 
of the “planned adaptability” of the Heat- 
wave furnace. the Heatwave Remote Air 
Conditioning Unit and the evaporator coil 
can either be installed at the same time, 
or can be purchased and installed at any- 
time the homeowner desires without alter- 
ing the duct system of the house 

The condensing unit for the Heatwave 
air conditioning is remote, with a vertical 
hot-air discharge so that shrubs and grass 
can be planted directly adjacent to it. It 
is weatherproof and the advance design 
insured owners of maximum economy of 
operation 

All of the Kentucky Hills Exhibition 
Hemes contain combination Heatwave 
units for heating, cooling and air condi- 
tioning. The clubhouse is served by two 
comnlete Heatwave units. The remote air 
conditioning unit in the homes is optional 
to buyers 

Ben F. Scott, Inc., Kansas City furnace, 
air conditioning and sheetmetal contractor 
is handling installation of the Heatwave 
equioment which is manufactured by 
Southwest Manufacturing Company of 
Aurora, Missouri. Southwest is a_ sub- 
sidiary of the F. E. Meyers & Bro. Co., of 
Ashland, Ohio 


GET COMPLETE FREE INFORMATION 


on all of Heatwave's new products! 
MAIL THE COUPON BELOW .. . TODAY! 


@aevsseageeeeeeeeseea, 
* Heatwave, Box 151-AA 
© southwest Mfg. Co. 

® Avrora, Missouri 


s 
. Plecse send complete FREE information on 
Heatwave Products to 


= 
s 
3 


g Address 


z 
. City Stote 
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Cost Less 
Offer MORE! 


E-Z-ON “‘Snap-Tite’’ Design No. 29 WwW 
on "> 


Special tail piece has retractable snap end 
beoring eliminotes need to bend damp- 
er or spring duct to insert damper 

































ELIMINATES 
Layout—Tab Cutting, Hole 
Punching, Riveting, Spot 
Welding, Etc.. 





You pay less and get more features with speedy 
E-Z-ON damper regulators, because they're de- 











5 ea 4 Pony A gy mcg ae sign engineered to do a better job . . . quicker. 
for Louver thickness from 34" to 4". Here's Proof: © Lower Price...Means Lower Cost to You 


Try this ec led eld weeded : — Prongs Mean Double-Grip ...No chance of swiveling 
method for fabricating Le rtd asher is Permanently Attached . .. No loose washer to drop 
removable, hinged, or stationary. or fall in pipe © Modern ‘Swept'’ Wing Nut is Eye-appecling 
Louverail is 24 ga. galv. 4/:" wide ... Adds new beauty to installations © Balanced Construction... 
in (2—50" lengths) | right and | Prevents possible binding of damper in duct. 


left colled together. Hundreds of 


eM. A.GERETT CORP. 


tories Open for Menutacturers Agent SS 


CAR MANUFACTURING co. 


rth Sth Avenwe a ee ee Birmingham Alaboma 


724 W. Winne 





Cincinnati Elbows 
really get around 











To “cut corners” on tricky installations, specify 
Cincinnati Elbows, for quick, trouble-free connec- 
tions. Shaped and tapered on fully automatic 
machinery, Cincinnati Elbows fit together per- 
fectly, even on complicated jobs. Once in- 
stalled, they look better and last longer, for 
i... they’re hot-dipped after formation to give you 
st} a smooth, rust-resistant finish. So, next time 
specify Cincinnati Elbows. There’s a wide 
choice of sizes, angles and gauges in copper, 
a aluminum, stainless or galvanized steel. For posi- 
tive uniformity ask for Cincinnati Elbows. 




















CINCINNATI ELBOW CoO. 


4730 Madison Road e Cincinnati 27, Ohio 
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MOR-SUN SALES-GRAM 


HOME MODERNIZATION 
offers big volume and * 
profits...get your share 
with MOR-SUN’s complete 
line of modern furnaces 




















and air conditioners 


MOR-SUN offers everything today’s customer wants— complete selec- 

co! t cri styl first cost—extra vears of trouble 
¢ onomy. And tor you sales and bigger profits— plus the 

Satuishied cust rs that uid r business. Here's a MOR-SUN 
st-seller’’ that's lt ? tnese prot! table results 


There’s no finer forced warm air furnace 
than the MOR-SUN DELUXE JMT! 


4 models BTU HR input gas-hrec 
BTU HR output 
Years-ahead styling— smart, modern cabinet in fresh two 
Autumn Haze Gr 


Years-ahead performance — exclusive Mor-Sun heat exchanger 
burners. All part 
Ease of installation — shipped tully assembled 


Write tor complet 


You. gi Io Iman, MOrE aoe 


KORRES UN] _ \ emor-sun 


Forced Warm Air 


HEATING AND AIR CONDITIONING ree 


Rn Mor-Sun Division, MORRISON STEEL PRODUCTS, INC., 609 Amherst St., Buffalo 7,N.Y.  <coocBcar > 


Good Housekeeping / 
» == os In Canada, Mor-Sun Limited, 62 Laurel St. East, Waterloo, Ontario = rate 









Sovran! 











WITH THE ASSOCIATIONS 


(Continued from page 136 





Officers Installed at Dinner Party 


Tue Lake County SHeer Metat and Warm Air Heat- 
ing Contractors Association (Indiana) installed its 1958 
officers on January 25 at a dinner party for 56 members 
and guests. The new officers are: Tom Gannon, presi- 
dent: Ben Flock, vice president; John Wesbecher, treas- 
urer; and Gene Miller, secretary. The installation was 


R. Jantz, Republic Metals, Inc. 


made by toastmaster E. 





OUTGOING PRESIDENT Merle Daily offers best 
wishes to incoming president Tom Gannon while other 
1958 officers look on. (L to r) John Wesbecher, Merle 
Daily, Tom Gannon, Ben Flock and Gene Miller. 


After dinner, entertainment was provided by a hyp- 
notist who demonstrated ways to influence people to do 
the things he wanted done. However, he failed in his 
efforts to demonstrate how to persuade a prospect to 
sign a contract as soon as the first quotation has been 


made. 


GAMA Demonstrates New Incinerators 


THe Domestic INciNeRATOR Diy. of the Gas Appliance 
Manufacturers’ Association recently staged a demonstra- 
tion to show that gas incinerators now being manufac 
“smokeless and odorless.” A 


mixture of chicken feathers, grapefruit rinds, egg shells 


tured can be truly termed 


and other kitchen debris was used in the demonstration. 
which was held in the French Room of Chicago's Shera- 
ton-Blackstone Hotel. While representatives of the gas in- 
dustry and hotel officials looked on, the refuse was re 
duced to a fine ash by the demonstration unit. Guests 
were invited by William R. Hebert. chairman of the in- 
cinerator division, to check with their own eves and 
nostrils GAMA’s claim that “we now have gas-fired in- 
cinerators suitable for home use in any city or any neigh- 
Members 


of the division who are now manufacturing the incinera- 


borhood, without smoke and odor nuisances.” 


tors and who participated in the demonstration are: In- 
cinerator Div., Bowser, Inc.: Calori 
Loc ke Stove ( .: The Majestic ( _ 


and Waste King 


Calcinator Corp.; 
Appliance Corp.; 
Inc.; Martin Stamping and Stove Co.; 


Corp. 
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New England OHI Begins Schools 


THe Ow Hear Institute of New England is launching 
its 13th annual oil heat service school program the week 
of March 17. Schools are scheduled fer: 

y Week of March 17 I. M. Nelson, Boston Machin 
Works Co., will cover the subject of Combustion, Nozzles. 
Air Patterns and Drafts. 

> Weeks of March 24 and 3lst Floyd O. Robison will 
present the story of servicing Williams Oil-O-Matic low 
pressure burners. 

>» Weeks of April 7 and 14th John Johnsonbaugh 
national service manager, Penn Controls, Inc., will dis 
cuss control servicing and circuitry. 

> Week of April 21 E. M. Garrison, Stewart-Warnet 
Corp., will explain servicing and adjustment of “Winkle: 
burners. 

> Week of Aprii 28 
Detroit Controls story. 
> Week of May 5 R. W. Starkel. General Electric Co 
will cover servicing electric motors and transformers 

>» Week of May 12 E. F. Swade, Bell & Gossett. will 
cover “Troubleshooting Wet Heat Installations.” 

>» Week of May 19 


Co. will present a story covering combustion testing 


Robert Bard will present the 


Bacharach Industrial Instrument 


Why Work Through Wholesalers? 
HeatinGc and Airconditioning Whol 


warns dealer-contractors of the disadvantages 


THe NATIONAL 
salers Inc. 
involved in buying direct from manufacturers. Charles R 
Bennett, Armstrong Heating Supply Co., Chicago whol 
saler, says the following statistics reflect the increased 
costs incurred when a purchase is made direct: 

Interest on investment Hi, 

Increased labor be 


Depreciation, pilferage, missing parts, obsoles 


cence. ete ON 
Rent LOG 
Office help 9% 
Insurance Ler 
Lost sales L.06; 
Freight and dravage LOC; 


IHACI Elects 1958 Officers 
KENNETH N. 


Institute of Heating and Air Conditioning Industries at 


ROBERTSON was elected president of the 


a recent meeting of the group’s board of directors. Mr 
Robertson, chief sales engineer for the Air Conditioning 
Div., Pacific Scientific Co.. succeeds Robert N., Hall 
Three vice presidents were also elected. They are: Wil 
liam Kell, Tuck-Aire Furnace Co. (Manufacturers’ Se: 
tion); Don Kissell, Comfort Air Sales (Distributors’ 
Section); and Clint Conatser, A. H. Conatser Heating 
Co., Inc. (Contractors’ Section). 
(Coming Events on page 144) 
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‘Boy, those TE-B standard 


eizee get here fact!” 


) 





wpe, 024. 2nd they cost lece too!” 


Experience has proved the wisdom of Tuttle 
& Bailey's practice of making standard sizes 
of grilles, registers and ceiling diffusers 
available through many of its representatives 
and jobbers. For ten years now it has been 
paymg off in better scheduling, less wasted 
time and faster completion of installations. 





Whether your next air distribution job is 
a small corner store involving only a few 
outlets or a multi-story office building need- 
ing thousands, it will pay you to look into 
the time-saving benefits of T&B standard 
sizes. They meet at least 95°; of all require- 
ments. Incidentally, theyre priced lower, too! 


Available for immediate delivery! 


T&B TRI-FLEX supply air grilles and regis- 


ters... 26 standard sizes. 
T&B AEROVANE return grilles and regis- 
ters... 20 standard sizes. 


T&B VENTILATING REGISTERS... 23 


standard sizes. 


T&B AEROFUSE CEILING DIFFUSERS 
.. In standard sizes from 6” to 22” depend- 
ing On type. 


For complete information on T&B standard sizes, talk to 
your nearest Tuttle & Bailey representative. Ask him to 


show you how they will help you get your next job 
completed faster . . . at less cost. 





division of Allied Thermal Corp. 


tl 


New Britain, Connecticut 











AIR CONDITIONING IS PROFITABLE BUSINESS! 





«| 
J 
\ 


ee 
e V.A. McLaughlin and M. McDougall check final balancing of this Carrier unit, one of 18 
installed after building was erected. Design calls for a 150-ton cooling tower to serve all units 


‘ 





“We're getting a 40% yearly increase in business 
since we concentrated on air conditioning”’ 


Reports Victor A. McLaughlin, President, Gotham Air Conditioning Corp.., 
New York City, shown right, above, with his assistant, Mr. McDougall. 




















In 1951 we decided to concentrate on air and insist on ‘“‘Freon’’ refrigerants. For 
‘ onditioning, and ever since, we've in more information, contact your complete 
reased our business 40 everv vear.”’ air conditioning ind refr geration whole 
says Mr. McLaughlin. “Our market is saler or write: E. ] i Pont de Nemours & 
~ every where— every office, every floor, every Co. (In “*Freon’’ Products Division 173 
a loft—every building ever built that is not Wilmington 98, Delaware 
yet air conditioned. In New York City 
landlords and builders know they must air 
condition to keep old tenants and get new 
ones Always ask 
v4 “‘We generally use Carrier equipment for ‘‘Freon”’ 
' charged with Freon* refrigerants. We know from the 
a eta : dana otal we can depend on ‘Freon’ — it s dry easy vweheleonler 
Freon ools each floor at the Farre to handle and completely safe a displays 
I ines B Idi Rs 2 Be wer i Ry . You can find out more about the prof this sign... 
—— on hie a bese Pores ce aaa whee itable market for air conditioning from 
work hung from the ceiling distributes Du Pont. Du Pont furnishes complete mar 
air throughout the floor. Shown above keting and technical services for you to 
is Mr. McDougall adjusting an air 


use—a good reason why it pays to specify 


outlet grille 


FREON rermocnanre a 


mbinat eon- and 


BETTER THINGS FOR BETTER LIVING 
trademarks for its luormated hydrocarbon refrigeran THROUGH CHEMISTRY 





CiviSiOn OF Allied Herma! Lorp. N=“ New Britain, Vonnecticut 











THIS DEMONSTRATOR PROVES 
VICTOR FINS SAVE FUEL! 
it’s the finest, most believable little sales closer on the market today. 
t Twin thermometers tell the story of patented VICTOR FIN efficiency. One 
side of this table-top furnace has FINS. The other does not. It proves, right 


before the prospect's eyes, that exclusive VICTOR FINS save up to 30% 
in fuel used. It’s honest . . . It’s dramatic . . . It closes sales FAST! 





VICTOR SUPPORTS YOUR SALESMEN 
WITH TOOLS WHICH CLOSE SALES FAST 





Sales Tools: You wouldn't think of sending your servicemen out without tools 
... but, are you and your SALESMEN fully equipped with effective 

TABLE-TOP FIN DEMONSTRATOR tools to sell successfully in today’s competitive market? There is 
no finer line of fast closing sales tools in the industry than those 

SALES EASEL made available by VICTOR to their dealers everywhere. No ex- 


20 YEAR WARRANTY pense, ingenuity, time nor résearch has been spared to assure you 


success and bigger profits from faster sales with VICTORS! A 











2 & 3 COLOR FOLDERS complete line of Coal, Gas and Oil Low-boys, Hi-Boys, Counter- 
SALES CATALOGS flows and Suspended units to meet every installation problem is 
ROAD SIGNS ‘ = 3 ig 

TRUCK DECALS ready for speedy shipment. Write, Wire or Phone us TODAY! 


NEWSPAPER MATS You'll make more money with the VICTOR heating and cooling 
RADIO SPOT COPY 


COUNTER DISPLAYS line! 
a MAIL THIS COUPON TODAY 


HALL-NEAL FURNACE CO. 


HALL-NEAL sagumeahesapienntonar viene cine doshuenicean 
Saal 


Please send complete information about an exclusive VICTOR 


at RNACE ¢o Franchise and details of your dealer sales tools, without obligation. 
* 


NAME____ 





Quality Furnaces Since 1890 


1322-42 N. CAPITOL AVE. 
INDIANAPOLIS 7, INDIANA 


FIRM 
ADDRESS 
CITY. 
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Coming Events 


March 
Mar. 17-20 


lege short course, Storrs. Conn. Carlson | 


Lniversity of Connecticut col 


Crane, chairman, University of Connecti 
cut, Storrs 
Mar. 27-30 


Southeast Trade Exposition 

sponsored by Sheet Metal. Roofing. Heat- 

ing. Air Conditioning Contractors’ Associ 

Atlanta Biltmore Hotel. 
Atlanta. Ga. B. | Noblitt. executive se¢ 
retary, 208 Red Rock Building. Atlanta 3. 
Ga 

Mar. 3l-Apr. 2 Gas Appliance Manu 
facturers Association, annual meeting. The 
Greenbrier, White Sulphur Springs, W.Va 
H. Leigh Whitelaw, managing director. 
60 E. 42nd St.. New York 17. 

Mar. 31-Apr. 3 Michigan State Univer 


sity college short course, East Lansing. ( 


ation of Georgia, 


H. Pesterfield. chairman, Michigan State 
College. East Lansing 

Mar. 31-Api 
lege short course, Lafayette. Ind. Fred 
Morse chairman. 


| ilavette 


Purdue University col 


Purdue L niversity 


April 


Apr. 2-5 Svracuse Lniversity college short 
course, Syracuse, N. Y 
chairman, Svracuse University. Svracus 

Apr. 8-11 Lniversity of Omaha college 
short course. Omaha. S.V. Williams. chair 
man, Lniversity of Omaha. Omaha 

\pr. 11-12 Sheet Metal, Aid Condition 


ing and Roofing Contractors’ Asso¢ iation ot 


| leanor | udwig. 


Pennsylvania innual convention. Hotel 
Berkshire, Reading. Earl W. Liebermann. 
Secretary. 1411 Merchant St.. Ambridge. 
Pa 

Apr. 14-15 


ditioning 


National Heating and Aircon 
Wholesalers, spring meeting. 
Atlanta Biltmore Hotel, Atlanta. W. R 
Bull, executive director, 1200 W. Fifth 
Ave.. Columbus, Ohio 
Apr. 14-17 Long Island A & T Institute 
college course. Farmingdale. L.I.. N.Y 
Wilson P. Merritt. chairman. Long Island 
A & T Institute. Farmingdale 


Apr. 21-24 Northeastern University colleg 
short course, Boston. Nass Nelson (, ( opp 


chairman, Northeastern University. Boston 


May 


May 4-7 Air Conditioning and Refrigera 
tion Institute, annual meeting. The Home 
stead. Hot Springs Va. George S. Jones 
Jr.. managing director. 13 onnectit 
Ave... N.W.. Washington 6, Dut 

Mav 7 Oil Heat Institute of New England 
annual one-day convention. Hotel Sheraton 
Plaza. Boston. Ivan C. Sutherland, director 
839 Beacon St.. Boston 15 

May 7-11 Western Air Conditioning. Heat 
ing, Ventilating and Refrigeration Exhibit 
and Conference, Shrine Exposition Hall 
Los Angeles. Fred J. Tabery, exhibit mar 
ager, 3443 S. Hill St.. Los Angeles 7 

May 8-9 National Association of Sheet 
Metal Distributors. spring meeting Shera 
ton-Blackstone Hotel. Chicago. Thomas A 
Fernley, Jr.. executive secretary, 1900 Arc] 
ha Philadelphia 

Mav 8-10 Sheet Metal and Air Condition 
ing Contractors’ National Association. In« 
annual convention. Eden Roce Hotel, Miami 
Beach Joseph D. Wilder, executive seer 


tarv. 170 Division St.. Elgin. Il 


June 9-13 Oil-Heat Institute. annual con 
vention and exposition. Park Sheraton and 
Barbizon Plaza Hotels and the Coliseum 
New York City. R. H. L. Becker. managing 
director, Oil-Heat Institute. 500 Fifth Ave.. 
New York 36 


June 20-2] Roofing, Sheet Metal. Heating 


& Air Conditioning Contractors’ Associa 
tion of Alabama, annual convention. Battle 
House Hotel. Mobile, Ala. B. M Johnson, 
105 Frank Nelson Bldg.. Birmingham 
June 23-25 American Society of Heating 
ind Air-Conditioning Engineers, semi-an 
nual meeting. Nicollet Hotel. Minneapolis, 
Minn. A. V. Hutchinson, Executive Seer 


tary, 62 Worth St.. New York 13. 
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NEW 


Fulti- ZS irectional 


AUTOMATIC GAS UNIT HEATER 





FIRST to deliver Warm Air 


STRAIGHT DOWN and from front and sides 








New 8-Page Brochure FREE! 


Find out how this new Multi-Directional heater im 
proves warm oir circulation and cuts heating costs 
on all commercial and industrial installations. Write 


today for colorful free brochure 


GENERAL GAS LIGHT COMPANY 


Kalamazoo, Michigan 
Originators of Gas Unit Heaters 


ADAPTABLE UNIT HEATER EVER DESIGNED 


{ 4 : 
ve = — 
Zz | ,=S= 
11 sizes, = , > 
! 
60,000 to FRONT FRONT AND BOTTOM DES AND SIDES AND 


DISCHARGE BOTTOM DISCHARGE BOTTOM FRONT 
270,000 btu. DISCHARGE DISCHARGE DISCHARGE 








YOU will be a stand-out in the DOUBLE-BARRELED 





REPLACEMENT and MODERNIZATION 


BOOM! 





Whether a Dealer-Contractor * 
Distributor * Wholesaler * or 
Manufacturer * or engaged in 
sales, engineering or service. . 


Start using AMERICAN 
ARTISAN’s Modernization 
Guide in this edition and 


Get coming articles for months ahead by your subscription to 


American Artisan 


This way you'll surely get double barreled re- 
sults! 


First, the MODERNIZATION Guide herein pro- 
vides the basic, complete plan to start you! It 
shows you all that is involved when going all-out 
for replacement and modernization business . . . 
how to build your sales and boost your profits 
from now on! 


lm gl fl fl fl fil fll fl il sil sl sill sl 


Second, follow-up articles will provide further 
ideas important to your continuing progress. Such 
helps are those that 25 prominent dealer-con- 


tractors have already used with remarkable suc- 
cess. 


All this will surely help you to make extra 
sales and boost profits THIS year and for years 
ahead! 


ARE YOU AWAKE 








Cd for iw Subscription bo 


TO YOUR 
OPPORTUNITY ? 





To AMERICAN ARTISAN, 6 N. Michigan, 


Enter my subscription for term 


12 months, $3.00; 
Th ‘ in sde th A fe yers Guide 


Directory in each Janvar 


1 enclose $ Bill my firm. 


(PLEASE PRINT) 
Individual Title 
Mail Address 


City Postal Zone No. . State 
Firm Name City 
CHECK IF A DEALER-CONTRACTOR; 


MANUFACTURER. CHECK KIND OF BUSINESS: 


DISTRIBUTOR; 


Chicago 2, Ill. 
checked starting with 


issue so I'll get the full Modernization Series. 
2 yrs., $5.00; | 3 yrs., only $6.00. 


WHOLESALER, or 


Then you'll agree that your per- 
sonal subscription to the Amer- 
ican Artisan is the best invest- 
ment you could possibly make 
to insure your own business fu- 
ture and success. 


Bill me. 


if a regular reader now, please 
recommend American Artisan to 
your entire staff and friends. 


IF NOT A REGULAR READER, 
FILL IN... CUT OUT... AND 


Warm Air Heating; Residential 
Air Conditioning; Sheet Metal Work; Commercial Refrigeration; Plumbing. RUSH ORDER FORM 
Other (M-8) 
Check here if a subscriber and you want your subscription extended. 
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EQUIPMENT DEVELOPMENTS 





information which is available, see this 


Perimeter Diffuser 


Mopent P-125 per 
for heating and cooling—Titus Mie Corp Dept 14. 


meter diffuser which is adjustable 


Box 810. H vhway 1) Hest. Waterloo. la Separate 
air patterns for heatir ind coolit gy can he se lected 
by fingertip adjustme Features include: built-in 
—— De 
ee = eee 
damper, which adjusts ] m full open to full closed 
within diffuser; adjustable base designed for flexibility 
of boot locatio Balancis stops are furnished. Model 


P-75 does not have dua idjustable feature Both 


1 


models are 


Modular Duct Silencer 


“Mop-U-SriLencel ne of silencers for air condition 
Industrial A¢ Cs Dept. AA, 341 Jacksor 








fee. New York 54. Silencer is available in full sizes. 
24 xX 24 1) in.: in half sizes, 24 X 12 


and in quarter sizes, 12 30 in. Each unit is 


0 in.: 


rated for air flow, pressure drop and performance by 
independent laboratory. Units can be installed in par- 
allel or in series Slip joint connections are available 


on spec ial orde! 


Plenum Humidifier 


“MopeL. 711 Counter-BaLance” humidifier which 


can be installed in straight plenum of any warm ait 


AmMprRIcan Artisan. \UAs 1Y 








The latest information on manufacturers’ developments is presented here with 
brief summaries of the applications of these products. For additional product 
month’s New Literature department 


Skuttle Mfg. Co., Dept. AA, Miford, Mich. 


Packaged unit has glass plates and evaporating pan, 


lurnace 


and stainless steel rack. Features are: self-adjustment 





lo varying water pressures, reversible seat, metal un- 
derpan for overflow protection; no moving parts: two- 


tone green baked enamel finish. 


Zinc Coated Sheets 


FOUR TYPES OF zinc coated sheets, available in coils 
or in cut lengths; in 0.079 to 0.040 gage and widths 
from over 14 in. to 28 in. depending on gage—Jones 
& Laughlin Steel ¢ orp., Mrip Steel Div.. Dept. 1A. 
Youngstown, O. Products available are electrolytic. 
vith or without chemical treatment: cold rolled sheets. 
lectrolytic zine flash coated and chemically treated: 


hot dipped galvanized (*JalZine™ 


treated. Chemical treatment makes surface adaptable 


sheets. chemically 


painting. 


Power Roof Exhauster 


“WAUSAU” HIGH CAPACITY power roof exhauster de- 


Greenheck 


signed for 300 through 27.000 cfm range 





Fan & Ventilator Corp.., Dept. 14. Schofield, Wis. 
Base curb rings are steel; louver fins are aluminum. 


Sealed ball bearings are used for non-overloading back- 
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ward curved centrifugal wheel. Ball bearing motors 
ire mounted out of the air stream and adjust to con 
trol pulle vy belt tension Vibration mountings isolate 


motor and fan from base 


Air Conditioning Line 


*THERMO-CENTER™ year “round air conditioning svs 
tem which pairs a furnace and horizontal cooling unit 
ind furnaces for natural. mixed or liquefied petrol 


um gases——Carrier ( orp Dept 14. 300 8S. Geddes St 


ss ge 





Syracuse 1. N.Y. Furnaces. rated at 75.000 to 185.000 
Btu, can be used in “Thermo-Center” system. con 
nected to heating unit through window or wall open 
ing. Short duct to plenum at top or bottom of furnace 
brings conditioned air into duct system where it is 
circulated by furnace blower. Furnaces have welded. 
one-piece heat exchangers and alloy steel gas burners; 
moving blower parts are isolated from housing. Hori 
zontal cooling unit is air cooled. designed for remot 


nstallation 


Baseboard Equipment 


lHreeE TYPES of “Thermo-Base” baseboard products 


Gerwin 
Vic higan 


onform with modern architectural design 


ndustries. Ine Dept. AA. 214 Spring St., 


lr 
id ys 


brushed aluminum 






Or remainder ot 


unit is beneath the floor. Conversion chamber slows 
high velocity air coming through boot into gentle mo 
tion; chamber pressurizes unit, spreads air along its 
entire length and distributes it evenly. Commercial 
model has face plate perpendicular to floor to permit 
application of any cove base for protection from toot 
cleaning equipment. Wood base model is contoured to 

Phermo-Base” profile. It is used as filler next to fir 
places and bathtubs or for mitering inside and outsids 


corners 


Gas-Fired Water Heater 


“Hipe-A-Way™ GAS-FIRED automatic water heater for 
ipplication where head room is limited—Heater and 


Tank Di John Wood Co., Dept. AA, 100 Washingtor 


St... Conshohocken, Pa. Streamlined 30 gal model is 
1672 in. high, has 228, in. diameter: it can be 
stalled in kitchen closet ittic or crawl space BR 


o 





Halo” burner is cast iron with annular port for quick 
flame travel and fast ignition. Outer tank jacket is 
heavy steel. Featured are ombination snap actior 
thermostat and safety pilot shutoff valve with built 

pilot filter: constant gas pressure regulator: thick 


insulation: magnesium anode: and heat fluc 


Press Brake 


Mopet 20-72. 6 rt hydraulically operated press brake 
with adjustable stroke——-O' Neil-Jrwin Mig. Co.. Dept 
14. 501 Fighth Ave.. Lake City. Minn. Designed for 
light gage sheet forming and fabricating. unit has ca 
pacity of 20 ga mild steel over 6 ft bed. Stroke adjust 
ment enables operator to control ram during opera 
tions. Length of stroke can be preset; ram speed re 
mains constant. Hydraulic power source is said to 
eliminate possibility of jamming: full pressure can al 
ways be developed regardless of stroke length. Fea 
tured is adjustable relief valve which can be preset; 
back gage 
Let-up control, said to eliminate whipping and kinking 


s adjustable vertically and horizontally 


of sheets. is available. 
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CLARAGE FAN COMPANY Kalamazoo, Mich. 


. dependable equipment for 


making air your servant 





, 4285 Richelieu St., Montreal 


SALES ENGINEERING OFFICES IN ALL PRINCIPAL CITIES @ IN CANADA: Canada Fans, ltd 


(MERICA \ 
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ward curved centrifugal wheel. Ball bearing motors 
ire mounted out of the air stream and adjust to con 
trol pulley belt tension. Vibration mountings isolate 


motor and fan from base 


Air Conditioning Line 


*THERMO-CENTER vear “round air conditioning svs 
tem which pairs a furnace and horizontal cooling unit 
ind furnaces for natural. mixed or lique hed petrol 


eum gases—Carrier Corp., Dept. AA, 300.8. Geddes St 


a ae 
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Syracuse 1. N.Y. Furnaces. rated at 75.000 to 185.000 
Btu. can be used in “Thermo-Center” system. con 
nected to heating unit through window or wall open 
ing. Short duct to plenum at top or bottom of furnace 
brings conditioned air into duct system where it is 
circulated by furnace blower. Furnaces have welded. 
one-piece heat exchangers and alloy steel gas burners; 
moving blower parts are isolated from housing. Hori 
zontal cooling init is air cooled, designed for remote 


nstallation 


Baseboard Equipment 


PHREE TYPES of “Thermo-bBase” baseboard products 


to conform with modern architectural design—Gerwin 


Industries. Ine... Dept. AA. 214 Spring St.. Vichigar 


Et 
= 

| A 
ii 


City. Ind. Glass wall model has brushed aluminum 
face plate which fits flush with floor; 


remainder of 


unit is beneath the floor. Conversion chamber slows 
high velocity air coming through boot into gentle mo 
tion; chamber pressurizes unit, spreads iir along its 
entire length and distributes it evenly. Commercial 
model has face plate pe rpendi ular to floor to permit 
ipplication of any cove base for protection from floor 
cleaning equipment. Wood base model is contoured to 
‘Thermo-Base” profile. It is used as filler next to fire 
places and bathtubs or for mitering inside and outside 


cornme;rs 


Gas-Fired Water Heater 
*“Hipe-A-Way 


pplication where head room is limited Heater 
Tank D John Wood Co., Dept. AA. 100 Has! 


sy Conshohocker Pa 


GAS-FIRED automatic water heater 


Streamlined 30. gal 


high, has 228, in 


diamet« 


kitchen closet atti 


is cast iron with annular port lo 

and fast ignition. Outer tank 

Featured are combination snap acho 
thermostat and safety pilot shutoff valve with built-i1 
pilot filter: regulator: thick 


constant fas pressure 


insulation: magnesium anode: and heat flue 


Press Brake 


Mopet 20-72. 6 rr hydraulically operated press brake 
with adjustable stroke—O' Neil-Irwin Mig. Co., Dept 
14. 501 Eighth Ave.. Lake City. Minn. Designed for 
light gage sheet forming and fabricating, unit has ca 
pacity of 20 ga mild steel over 6 ft bed. Stroke adjust 
ment enables operator to control ram during opera 
tions. Length of stroke can be preset; ram speed re 
mains constant. Hydraulic power source is said to 
eliminate possibility of jamming: full pressure can al 
ways be developed regardless of stroke length. Fea 
tured is adjustable relief valve which can be preset: 
hack gage is adjustable vertically and horizontally 
Let-up control, said to eliminate whipping and kinking 
of sheets, is available. 
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heels. Rugged, tight 
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CLARAGE FAN COMPANY Kalamazoo, Mich. 


.. dependable equipment for 


making air your servant 
SALES ENGINEERING OFFICES IN ALL PRINCIPAL CITIES @ IN CANADA: Canada Fans, Ltd., 4285 Richelieu St., Montreal 


\ 









pressor-condenser units, designed to operate with out- 


(Continued ) side temperatures to 125 F, are in 22,000 to 76,000 


Btuh capacities. Model FVS gas-fired furnaces ranging 

Heating, Air Conditioning Units from 65.000 to 200,000 Btuh are designed for heating 
: , , section of year “round models. Units can be installed 

REDESIGNED LINE of year “round air conditioners and : 

: as highbovs or lowboys. 


gas-fired highboy furnaces—Janitrol Heating and Air 
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Conditioning Div... Surface Combustion Corp.. Dept. 
Blower Speed Modulator 

“Patm Beacnh Comrort CONTROL” system designed 
to modulate speed of furnace blower in direct propor- 
tion to temperature in warm air plenum, featuring 
design improvements—National Modulation Co., Dept. 
14, 2720 \. Highway 61, St. Paul 9, Minn. Improve 





14. Liv) Dublin {re - Columbus 16. 0). “Win Sum- 


Matic” year “round models occupy 4! > sq ft and more 





floor space; are available in six sizes from 80.000 to 


200.000 Btuh inputs with comparable cooling capac! 
are fire-fused inside and out. ments are: extension of air duct to 7 ft (previously 


ties. Heat exchangers 
6 ft) to facilitate installation and adapt unit to larger 


with material designed to resist deterioration and cor- 


rosion. Condensing units are air cooled: remote com furnaces: and tubing protection flange which covers 


COUNT ‘EM! 


Om = HERE ARE THE Facts 


We Compared ALL Leading wey nthe Ret 


KEY Featuats 


Fuel Oil Filters FEATURE for FEATURE = sr. 7S pa a ats 





Poe All Iron and Steel Construction ie ves NO YES NO | NO NO NO 
. ' 
Be Corrosion-Proofed Inside and Out BE 0 | wo | wo | ves | wo | mo 
| ree | 
pee = Air Vents On Both Inlet and Outlet go tie 
at te cag NO NO YES NO wo | no 
Bee Choice of Inlet and Outlet Sizes jor eee: | 
— - ves YES NO Yes 
= NO YES NO 
Poe Center Bolt Torque Resistance Over 300 In-Lbs. — ——_—_. 
os oe ees mo vs NO NO ww 
: - t io NO NO 
a Non-Swelling, Leakproof Buna-N Gaskets . NO 
th-Type Wool Felt Element = Pr ves YES NO NO 
Be = Depth-Typ = a wand hall hans 
ves NO 
-_ Patented Lint Removal NO NO NO NO NO 
ae Moisture and Condensation Removal tT Med Ys NO WO | ves No - 
japan] 
_ Large Sump Area ves YES NO NO YES Yes No 
TOTAL Key FeaTuRES 
i = ’ 3 s 2 } 










PENER AL FUEL O11 fF LTERS 
MORE BURNER PROTECTION 





OFFER MORE KEY FEATURES 
mort USTOME® SATISFACTION 


MORE Oil BURNER PROTECTION... 
——— SELL THESE ITEMS, TOO! 


MORE SATISFIED CUSTOMERS! ——_<itan sont Soo Remorer dearer 
GENERAL FILTERS, INC. °°" 2 sumouen 


Water Flow Regulotor obsoletes flocts . . . 
nothing like it! 














AmertcaANn Artisan, Marcu 1958 


150 











- Williams Oil-0-Matic 


- gets ready to 











Joins giant 
National Union Electric Corporation 
... Programs Fivefold Growth in Volume! 


Williams Oil-O-Matic now has all-new, all mod- 
ern research, testing, and production facilities. 


Williams Oil-O-Matic has the models with big- 
ger volume potential in oil, gas, and coal heat- 
ing, and in air conditioning. 


Williams Oil-O-Matic also has gas and oil fired 


steel and cast-iron boilers. 


Williams Oil-O-Matic has the versatile oil, gas, 
and coal line—lo-boys, hi-boys, counterflows 
and suspended models as well as oil and gas 
conversion units. 


Williams Oil-O-Matic will have a stronger mer- 


THE FIRST NAME IN AUTOMATIC HEATING 





chandising program and will offer more vigor- 
ous sales direction and heavier promotional 
support for dealers. 


Williams Oil-O-Matic is out to become the fast- 
est growing company in the industry—bar 
none. Williams is on the move up. 





ONLY WILLIAMS OIL-0-MATIC 
OFFERS THE SENSATIONAL 
R160 LOW PRESSURE BURNER, 
THE OIL UNIT 
THAT PERMITS 


FUEL pd a 
OF UPTO 40% 


Wholesaler Franchises 
now available in 
selected territories. 






ee 











HEATING COMPANY 
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(Continued 
hole cut in blower compartment to 
protect tubing from rough edges and 
improve appearance of finished job 
Svstem is designed to gear heating 
svstems for weather variations dur 
ing heating season and supply cor 


tinuous air circulation 


Furnace Humidifier 
Mopets P-10 anp P-10X automati 


humidifiers with or without five glass 
fiber evaporator plates Fairway 
Din . luto-Flo Corp.. Dept | { 


L2085 Dixie St Detroit 39. Sealed 





Have you tried new G-B DUCT 4 
for HEATING? 


Contractors who have will tell you that it’s the answer to 





. . ‘lass cells 1 e fo ‘lass float 

more satisfied customers and more satisfactory profits! gla lls make foam gla 
L nit operates on water pressures 
G-B Duct is the first prefabricated round air duct molded from 5 to 175 Mb, 


without adjust 


; . . , ¢ | S ; aces: spec 
from fine glass fibers. It comes in 6-ft. sections in standard mem nit fits all furna ay 

tion plate can be removed without 
sheet metal pipe sizes, ready to use—no preassembly required. tools. Float parts are rustproof brass: 
Because it is made of insulation that is both thermal and orifice is hard chromed. Float shut 


. . ° o é ‘ as co Os oO vbe 
acoustical, G-B Duct holds heat loss to an absolute minimum, ff valy ha mposition rubber 


stop 
eliminates duct and transmitted equipment noises. And 


because G-B Duct is encased in a tough, airtight plastic vapor 


Unit Heater 
barrier, the ductwork is “all set” if the customer decides to add 


Series BE gas-fired unit heater with 
air conditioning later. 


enclosed blower and controls—-Rez 
G-B Duct has been approved by leading furnace manu- nor Mfg. Co., Dept. AA, 6 Union St., 


facturers, by local building codes and is listed by Underwriters 
Laboratories. For more information, see your local supplier 


or write for samples, prices and complete technical data 


... today! 


“This is G-B Duct”, a color-slide film with sound track, 
is available on request for dealer training programs. 


GUSTIN CON rancny qn 








Thermal and acoustical glass fiber insulations . Pipe couplings and fittings : : : : 
Vercer, Pa. Unit is available in 1] 
Moided glass fiber pipe insulation 
226 W. 10th St., Kansas City, Mo. sizes from 25,000 to 300,000 Btu 
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Oil-Fired Furnace 


OiL-FIRED furnace designed for com 





Have you tried new G-B DUCT 
for AIR CONDITIONING? 


For a dual temperature system, or the self-contained 


attic units, there’s nothing like G-B Duct — the prefabricated 


round air duct molded of fine glass fibers. 


e it provides positive thermal insulation because walls are made 
of glass fiber insulation and wall thickness and density are 
uniform. 

e it's an excellent sound absorber — a 6-ft. length of G-B Duct 
reduces the loudness level of duct noise by more than 50%! 


e \t effectively prevents condensation because it is encased in an 
airtight plastic vapor barrier. 








ld, NJ. The 84,000 Btu model is G-B Duct comes in lightweight, one-piece 6-ft. sections, 
designed to accommodate air vol ready to use. No preassembly, no folding. Anyone can do a 
ae See ES a COS: professional job without special tools — and in a minimum 


the 112,000 Btu unit handles 4 tons : ; 
he 168.000 B of time! If you are interested in a duct system that offers 
of cooling; the 8.000 Btu model 

Re a ee ay See positive performance, foolproof installation and lower costs, 


high pressure gun burner has stand see your local supplier or write for samples, prices and com- 
ird burner parts; closet installatior plete technical data on new G-B Duct... today! 

s made possible by front tue L nits 

t l righbo na countertlow ‘Thie i ” : “4 ) 

' n highboy — “This is G-B Duct”, a color-slide film with sound track, 


models is available on request for dealer training programs. 


Spray Humidifier HUST BACON Mma Contig gb 


“HUMIDISPRAY automatic spray hu 

i Thermal and acoustical giass fiber insulations Pipe couplings and fittings 
midifier tor a lorces ir heating molded glass fiber pipe insulation 
systems, said to evaporate up to 18 226 W. 10th St., Kansas City, Mo. 
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Directed Air Flow 


INDEPENDENT 


ao v* par. ornect 





No. 60A—Bars may be set to direct air 
flow up or to both sides. 


@ Register faces of the famous “Fabrikated” 
construction excel in rigidity, open area and 
attractive appearance. When valves are set in 
correct position, an adjusting screw permits 
directing the air flow to the outside wall. 
These floor registers are made in 
six standard sizes to fit openings 
from 4 x10 to G6 x 14 with free air 
areas of 29 to 62 square inches. 
All sizes fully comply with code 
requirements of N.W.A.H. and 
A.C.A. 











Write for complete catalog J 


Always eames Progressing 


*Reg. U. S. Pat. 


| THE INDEPENDENT 





REGISTER CO. 


3747 E. 93rd STREET - CLEVELAND, OHIO 
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gal per day and meter humidity according to weather 
Lennox Industries, Inc., Dept. AA, 200 S. 12th Ave.. 
Marshalltown, la, Quantity of warm air is conducted 


through fine spray of water which impinges on filter 





pad; moist air returns to furnace for mixing with 
other warm air, then through distribution system. The 
more heat the furnace produces, the more moisture is 
evaporated. Manual control also regulates flow of ait 
through spray so proper humidity level can be de 
termined and maintained. Continuously-operating spray 


unit is “self-cleaning.” Excess water is piped to drair 


Fill Spout 





“VENTAFIL” PORTABLE FILL spout 
with built-in alarm = signal—Scully 
Signal Co., Dept. AA, 174 Green St 
Velrose, Mass. Unit is designed for 
oil deliveries to underground tanks 
when fill pipe has straight vertical 
drop. It permits filling at fast pump 
5 ing speeds without danger of blow 
back or spill. It is calibrated to per- 
mit filling of tanks to point of maxi 
mum capacity without need to meas 


ure tank and refer to tank chart at 





| delivery. the company states 


Ventilating Fan Motor 


PANCAKE MOTOR in ratings from 1 to 15 hp at 1800, 
1200 and 900 rpm, for roof ventilating fans, power 
tools, ete.—Louis Allis Co.. Dept. 1A, 427 E. Stewart 
St., Milwaukee 1. Flange type motor has conventional 
radial air gap design. Formed end coils and one-piece 
housing-bearing bracket permit up to 60 percent. re- 
duction in length, Unit is available in open. drip-proof 
enclosure or in enclosed construction. Features include: 
vertical or horizontal mounting. cast iron housing 


bearing bracket and factory lubricated bearings 


Welding Stud, Ferrule 


LINE OF WELDING STUDS and ferrules in range of sizes 
and shapes—Shielded Stud Welding Co., Dept. AA, 


AMERICAN ARTISAN, Marcu 1958 











equipment developments 


— ——— (Continued) 





1540 Seabright Ave., Long Beach 13, Calif. Stud does 
not contain any kind of flux; it features a projection 
tip which initiates the arc. Shielding of are is ac- 
complished by redesigned ferrule which accompanies 
each stud 


Air Filters 


*MonrToR™ AIR FILTERS for furnaces, summer air con- 
ditioners and commercial and industrial air filtering 
Fiber Bond ¢ orp., De pt {A4, 2237 S. La Salle St.. 


Chicago 16, Ill. “Dynel” acrylic fiber filtering medium. 





made by Union Carbide Corp., is available in various 
densities to meet specific requirements. Filters are 
ivailable in all standard sizes and in thicknesses from 
1, in, to 4 in. They are completely flameproof and Ul 
ipproved, the company states Featuring 100 percent 
free face area on intake side. filters are in three types: 
throwaway with cardboard frames. permanent and 
washable model. and “Revac” unit which can_ be 
cleaned with vacuum cleaner. Latter two types have 


metal frames and graduated medium 


Angle Saw 


“SUPREME MODEL angle saw for continuous high 
speed cutting of materials ranging from soft wood to 
stainless steel—Price & Rutzebeck. Dept. AA, P.O. 
Box 30. Hayward, Calif. Redesigned lightweight re- 
ciprocating saw features new case design to improve 
lubrication. anti-friction bearings, and _ heat-treated 
hardened and polished material for all wearing parts. 
Total weight is 1 lb, 9 oz. Unit can be operated on any 
1, in. electric drill, air drill or flexible shaft in 1800 


to 3500 rpm range. Saw blades are reversible. 


Marking Crayon 


Mopet B permanent « old marking stick for sheet 
metal, fittings, duct work. plastics. ete-—Markal Co., 
Dept. AA, 3052 W. Carroll Ave.. Chicago 32. Product 


= actually paint in stick form Thirteen colors are 


available. \l irks cannot bye removed except by choice. 


Stick is in 11/16 and 38 in. diameters. 








XXru CENTURY 


HEATING 
96 IRA AVE. 


& VENTILATING CO. 


Since 1894 


AKRON, OHIO 
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“JUNIOR” 


FLEXIBLE DUCT CONNECTORS 


Lowes? cost, pre-assembled 
flexible duct connector for 
residential installations. 
Dimensions: Metal 2”; 
aaa Fabric 1%"; Metal 2”. 


Think of it! Vibration noise 
can now be eliminated for less 
than $2.00 per installation! 


yor 


Duro-Dyne's ‘‘Junior’’ Flexible 
Duct Connector does it. 





And it provides all these important advantages as well 


* Pre-assembly permits fabrication 3 times faster than 
conventional methods! Cut it . . . fold it. . . install it! 
¢ Exclusive Double-Loc seam assures that metal and 
fabric will not part even under severe braking 
¢ Fabric is U. L. approved canvas or asbestos. 
© Unique, easy-to-handle dispensing cartons carry 
50 feet or 100 feet coils. 
* Fabric seam closes quickly and positively with Duro- 
Stapler. 
* Meets Federal specification CCC-D-746 and Military 
specifications MIL-D-10860. 
Your local Duro-Dyne distributor can give you a complete 
demonstration quickly. Call him today. You will spend a very 
profitable 30 minutes. Or write now for a sample of ‘Junior’ 
and the name of your local supplier. 


The greatest name in sheet metal specialties 
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DURO-DYNE CORP., Route 110, Farmingdale, New York 
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Portable Cooling Unit 
“Minute Mount” model 86-M2 


portable summer air conditioner with 
“Safety Fast” mounting system for 
quick installation Fedders-Quigar 
Corp.. Dept 14. 57 Tonawanda St 
Buffalo 7. N.Y. Unit develops 4600 


Btu: weighs 67 Ib: measures 11 ! 


IN 


—- 


Al 








high, 20 in Wice The 14 hp 
imp compressor is in pancake des 
to Save space Installation kit 
nates need { ~ ws at 
marring otf window trame the 
pany states Feat ired are thermost 
single control knol Oo che dire 
tional louver twin filters. Uy 

is designed for use s lely as a de 





humidifier 


Fastening Device 
‘But-N-HoLp” sheet metal faster 





to 18 ga—Bar-Brook Mig. Co.. In 
Dept. AA, 6135 Linwood Ave 
Shreveport La. One man is said to 
be able to turn out 1000 ft of vane 
runners in & hr: louvers. ventilating 


hoods. ete. can also be made with 
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just dial 
the rim... 


easiest 
to set... 


easiest 
to read 


SYSTEM 
SELECTOR 
SWITCH 


HEATING ONLY 
AUTO-OFF 


COOLING ONLY 


COOLING — with 
system interlock for 


seporate heating : 0.0 HEAT-OFF-COOL 
thermostat 


HEAT-OFF-COOL 


HEAT-COOL 


COMBINATION : Ure HEAT-COOL 
Heating-Cooling HEAT-OFF-COOL 


HEAT-OFF-COOL 


PENN “RIMSET” 


handles 12 different 
heating and cocling jobs 


Here’s versatility that reduces your control inventory! 
All vou need is one thermostat wnit ... the Penn “RIM- 
SET”... then stock various sub-bases. Look at the chart 


.all variations for 12 different heating-cooling functions 
are in the sub-base, the thermostat unit fits them all. 


Here's simplicity that saves installation time! Leveling 
is not essential for accurate operation. All wiring is on 
sub-base where large terminals are accessible. Thermo- 
stat is simply plugged into sub-base. 


And, unlike other thermostats, the “RIMSET” does not 
chatter to cause undesirable ‘‘on-off” operation when vi- 
bration occurs. On your next job, use the Penn “RIMSET”’ 
... the thermostat that keeps customers sold on you! 





A PROFITABLE POINT TO REMEMBER... 


PENN CONTROLS DELIVER 
THE HEATING COMFORT YOU SELL! 


You always fulfill your promise to customers with 
Penn controls. On any type of heating system, once 
these controls are installed properly, their depend- 
ability and accuracy deliver the better heati g com- 
fort you sell! It’s the kind of carefree performance 
that creates better-satisfied customers, more sales 
and more profit for you. 


1] 


For convincing proof, specify and install Penn 
controls on your next heating job. Ask your burner 
manufacturer or wholesaler. 





Oil burner stack switch with 
today’s most advanced fea- 








tures. Type 680 for contin- Type 926 gas valve with 


vous and Type 682 for in- straight-through flow and 





termittent ignition vertical self-cleaning seat 
Pressure regulation and pi- 


lots available 





Type 442 safety limit or 


operating immersion con- 


trol with “trigger-quick’”’ 
response for hot water jobs. 





Type 520 liquid expansion 
combination fan and limit 
control with calibrated di- 


als for warm air furnaces 


PENN CONTROLS, UC. case, sas 


EXPORT DIVISION: 27 E. 38th ST., NEW YORK, N.Y. 
AUTOMATIC CONTROLS FOR HEATING, REFRIGERATION, AIR CONDITIONING, APPLIANCES, PUMPS, AIR COMPRESSORS, ENGINES 
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“They're Swartwout Ventilators .. . 
where in the house—Helly-Gene one of our most profitable investments 
ce & Cale Tove “for employee comfort and efficiency!” 


Adequate ventilation has definitely improved employee effi- 


ciency and morale. It's turned out to be just as important as correct 
lighting, safety devices and cleanliness. As a result our production 


costs are lower 


Management is fast becoming aware of the benefits to be obtained 
trom engineered ventilation. Many old plants need new more 


Furnace Humidifier efficient systems. New plants must have them. 


Hu ipiereR WHICH adds mois Whatever type or size of ventilation job you're interested in, you 
EE yy ge BARS. can be sure there’s one or more Swartwout Roof Ventilators that 

ks af ( ) will economically supply fresh air — rain or shine, windy or calm. 
(i 4556 We oe ae They're noted for maximum capacity per roof opening size, 


yr | weatherproofness and economical installation. 


Our ventilation engineers will work with you on unusual prob- 
lems. As a guide to more profitable ventilator installations, send 
for Catalog 353 today. 


through sole 1 \ nad pressur The 


oo  ™ Swartwout™ 


rough where { - tbsort il ty 


wn ips ant an bok Wentilation Engineering 


Basket holds ee zt) es ts 


18615 Euclid Avenue Cleveland 12, Ohio 
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weight in water and provides over 
2000 sq in. of wetted surface. Hu- 
midistat can be used to control com 
fort level 


Stud Fastener 


PoWDER-ACTUATED stud gun for all 
types of fastening and pin driving 

{mmo Products, Inc.. Dept. AA 
1100 20th St. NW. Washington. 
D.C. Three interchangeable barrels 
provide variable pin capacities. Tool 
must be pressed firmly against work 
before unit will fire. Hemispherical 
safety guard traps dust and particles 


and reduces noise: trigger action is 






INSTALL 


Teo}, fet ale! 
SONOAIRDUCT. 


FIBRE DUCT 


In slab perimeter combination heating Central Air Conditioner 
and cooling systems! 





featured. Gas expansion chamber is 
designed to cut care and cleaning 
time. Lnit is designed for fastening 


to steel and concrete 


INSERT TYPE central summer air con 


Profits go up when you install SONOCO Sonoairduct fibre ditioner which installs through wall 
duct because you save time, labor and money. No other 


and connects with any type of warm 
duct installs as fast and as easily as Sonoairduct. Available 


: air furnace in houses with or with 
in 23 sizes—2” to 36” I.D., with the larger diameters par- ’ F j D ( 
asements g 4 = n 
ticularly well suited for supply and return lines in motels, out basement rigiaaire Lit ve 
shopping centers, schools, churches and industrial heating eral Motors ( orp., Dept. {4, 300 


and ventilating. Taylor St.. Dayton 1, O. Air cooled 
Sonoairduct is widely used and approved. Meets and ex- condensing unit and cooling coil are 
ceeds F.H.A. criteria and test requirements for products in assembled as complete pac kage. Cool 
this category. Made in specified lengths up to 50’ long, i 3 is th ; 7 

o sp Ss s o te 
and can be sawed to exact lengths on the job. Free installa- ing section Installs through wall into 
tion manual available. See our catalog in Sweets furnace plenum Insert units are in 
2 and ; ton cooling capacities 
: 9) Cc > > -_ 
For complete information and prices, write— (24,000 and 35,000 Btu). Packag 


weighs less than 350 Ib 


® HARTSVILLE, S. C. 
@ LA PUENTE, CALIF. 
e MONTCLAIR, N. J. e 
@ AKRON, INDIANA Incinerator 
e LONGVIEW, TEXAS 
e e ATLANTA, GA ind 7 idaho : 
© BRANTFORD, ONT. SUPREME MODEL SSO-8 gas-fired 
© MEXICO, D.F . 
home incinerator designed for 
SOnNOoCcO PRODUCTS COMPANY 1463 smokeless and odorless operation 
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Never before has Chevy been so right 














for sheet metal work! 


Here’s a truck specially designed to take 
to your kind of work like a duck takes to 
water! It’s Chevrolet for ’58 with new 
hustle, muscle and style that mean money 
in your pocket! 


As you can see, Chevy’s a honey of a truck 
this year, and that handsome, broad-shouldered 
’58 appearance only hints at the host of new 
and improved features that are ready to put 
you dollars ahead in the years to come. Here's 
a truck ideally suited for your line of work. 
In styling, for instance, Chevrolet for '58 has 
what it takes to build your business prestige 
every day in the week: new dual headlamps, 
new massive grille, newly contoured hood, new 


cab beauty, to mention just a few innovations. 

And what workers these pickups are! There’s 
new power to do more work faster from a new, 
more powerful version of the famed Thrift- 
master 6... or from the all-new high-efficiency 
Trademaster V8*. New pickup bodies are roomy 
—as long as 108” with 50” of usable width—for 
big loads. And you'll have the right chassis com- 
ponents for your job: husky parallel-design 
frame, big Torque-Action brakes, and the proper 
springs and transmissions to meet your needs 
precisely. 

There are many such reasons why Chevy’s 
never been so right for your work—many more 
reasons why you'll want to see your Chevrolet 
dealer soon! . . . Chevrolet Division of General 
Motors, Detroit 2, Mich. *Optional, extra cost. 





NEW CHEVROLET TASK:FORCE 58 TRUCKS 
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The Peck, Stow & Wilcox Co., Southington, Conn 


Gentlemen: Please send Bulletin No. 58 


Name 
Company 


Address 





HEAVY-DUTY 10 GAUGE 


PRECISION POWER SQUARING SHEARS 
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For accurate, clean-cut, continuous 





Model 10-U-4 


production. Will operate continu- 
ously at full rated capacity. Send 
for illustrated literature. 


Model 10-U-6 





THE PECK, STOW & WILCOX CO. Southington, Conn. U.S.A. 


A complete line of machines and tools for Sheet Metal Fabrication. 
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Vajestic Co. Ine.. Dept 4. iso 
Erie St.. Huntington, Ind. Designed 
for use in kitchen, utility room 
garage or basement, the unit” has 
pilot safety button, automatic clock 


timer. Pilot access. “thermi-jet™ gas 


Rs 


burner, pull-out) ash drawer ine 
grate shaker handle are behind fror 
1CCesSS panel Suspension ol Waste 


charge in steel rod assembly allows 


tree LY passage rround lua mt 
terial Smoke ind odors are drawt 
nlo separate stainless steel combus 
tion chamber at rear for consumy 


tion before entering thu lnit has 


000 Btu input capacity 


Flexible Connectors 


*Pre-Fan-Rice prefabric ited tenable 
duct connectors made from two strips 
of galvanized metal joined in center 


vith strip of canvas. asbestos, or neo 





prem coated glass tiber Cain Mie 
Co... Dept {4. VILL N. Sth Ave 

Birmingham. Ala. Fabric and metal 
strips are “double locked” in singh 
continuous piece which is coiled in 


dispe nser carton. Carton contains coil 
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"Bethcon looks good, and does a nice job’ 


That’s what one of our new customers volunteered 
about Bethcon a few weeks ago. He’s no metal- 
lurgist, so he couldn’t elaborate very much on his 
statement. But here is the probable reason for 
his enthusiasm: 

Bethcon is galvanized in Bethlehem’s up-to-the- 
minute continuous lines at Sparrows Point, Mary- 
‘and, which include a continuous annealing process. 
Chis treatment gives the steel a very desirable com- 
bination of ductility and stiffness, which makes for 
easy workability and a strong, rigid sheet-metal 
product. 

Bethlehem’s continuous galvanizing process also 
causes the zinc to adhere to the steel much more 


BETHLEHEM STEEL 


tightly than the conventional method. You can put 
a Bethcon sheet through the toughest forming op- 
erations—even double it back on itself—without 
cracking or flaking the coating. The coating itself is 
more uniform, too, with a uniform thickness across 
the sheet and no bead on the end. 

Bethcon is available in gages 13 and up, in either 
plain open hearth or copper-bearing steel. A Beth- 
lehem representative will be glad to discuss your 
sheet metal problems with you. Just call or write to 
the Bethlehem district office nearest you. 


BETHLEHEM STEEL COMPANY, BETHLEHFM, PA. 


pevHleHey 


STEEL 











Palm Beack 


MAKES FORCED AIR 
HEATING COMFORTABLE 









it = ~*® — <—~ 
YS“ S 
a ge 
~ — 
Palm Beach ROVIDES 
LEVEL, DRAFT- FREE COMFORT 
FROM ROOM. TO-ROOM, 


FLOOR-TO-CEILING =——_/ 


OVER 1500 UP-TO-DATE DEALERS 
THOUGHOUT THE UNITED STATES 
AND CANADA SELL PALM BEACH AS 
A COMMON SENSE PROFIT ITEM ON 
THEIR SERVICE AND NEW JOBS 











Write us for 
literature 


NATIONAL MODULATION CO. 
2730 N. HY. 61 St. PAUL 9, MINN. 
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of 25. 50 or 100 ft of material, which 
is pulled out flat, then formed. Metal 
may be joined by any standard 
method; fabric is sewed, stapled or 
cemented together. “Commercial,” 
“Economy.” and “Residential” 


models are available 


Press Brakes 


“CHICAGO” HYDRAULIC press brakes 
of heavy section steel plate—Dreis 
& Krump Mig. Co., Dept. AA, 7400 
S. Loomis Blvd.. Chicago 36. Hard 
ram insert and sectional ram clamp 
are designed for all lengths of dies 


Ram movement is guided by lami- 





nated, non-metallic liners; bed is 
bolted to frame and supported on 
two saddle blocks. Two pistons move 
in exact unison to keep ram surfaces 
tilted for ta- 
pered or fade-out work. Ram speed 
and length of stroke can be con 


parallel; ram can be 


trolled. Power unit is installed out of 
wav of work. Foot switch has three 
positions. Units are in six series from 


{00 to 2000 ton capac ities, 


Sealing Fastener 


“Spin-SEAL” sealing type fastener 
which provides secure triple seal on 
flat. irregular, corrugated or curved 
surfaces——Russell, Burdsall & Ward 
Bolt and Nut Co., Dept. AA, 100 
Vidland Ave. Port Chester, N.) 
L nit consists of spring type hardened 
washer with permanent gasket seal- 


ant which is pre-assembled to any 








THE BEST 
‘ IN a9 . 





OIL-FIRED 
WARM AIR 
HEATING 





HORIZONTAL FURNACE 
85,000 te 150,000 Bts. 


FLOOR FURNACE 
85,000 Btu. 





with SUN 


Your Line is Complete 


Order a G/A Unit for your next instal- 

lation. You'll be sure of customer 

satisfaction and a profitable job. 
WRITE FOR DETAILS TO: 


GENERAL AUTOMATIC PRODUCTS CORP. 


2300 Sinclair Lane Baltimore 13, Maryland 
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You’re Getting Into The 


PROFITSPHERE 
When You Visit The 


22" NATIONAL Ol 
AIR CONDITIONING EX 


NEW YORK COLISEUM + JUNE/9-12, 1958 


EXCITING EXHIBITS — Your Profitsphere for 


1958 will be found in row on row of exciting 


At The Same Time Attend The 


36% ANNUAL OHI 
CONVENTION 


PARK SHERATON and BARBIZON PLAZA HOTELS 


exhibits by leading manufacturers with new 
products new systems new meth- 
ods . . . new ideas in merchandising, 
selling and training . . . installation 
and servicing. All arranged for 
. ‘ You will also enter the Profitsphere by 

attending the convention’s stimulating, idea- 

packed Dealer Management Conferences, 
Technical Symposium and Commercial-Indus- 
trial Conference. Outstanding operators in air 
conditioning, oil heating and fuel oil will describe 
successful management methods and profitable 
techniques in sales, installation, service and oil 
delivery. Virtually every facet of every segment of 
the industry will be covered. 


easy visiting on the huge 
street level of the fully 
air conditioned New 
York City Coli- 
seum. /ndustry 






members 
admitted 


free. 


EXHIBITORS: For Space Still Available Phone or 
Wire Oil-Heat Institute of America, Inc. Show open 
1 to 10 P.M. Monday through Thursday. 


MAKE HOTEL RESERVATIONS NOW — 
Write OHI Housing Bureau 


90 East 42nd Street, New York 17, N. Y. 





OIL- HEAT INSTITUTE OF AMERICA, INC. 
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FOR ALL HOME BUILDERS 


Builders and Contractors, large and 
small alike are SOLD on Vitroliner chim- 
neys! Here's why— 


* QUALITY-BUILT of finest materials for 
safety and long life. 

* ENGINEERED construction using the 
same time-tested design, for more 
than 15 years. 

* ASSEMBLED on the job in lightweight 
sections for fast easy installation in 
floor or ceiling joists, providing max- 
imum flexibility. 

* FEATURES the choice of many Styles, 
Sizes, Colors and Five Diameters. 

* AVAILABLE from Chicago factory, 
tailor-made to fit. Also shipped in 
knocked-down form by nearby dis- 
tributors and dealers direct to the 
job. 


All Vitroliners are class ‘‘A’’ chimneys 
for one or two story homes and build- 
ings, providing complete chimney func- 
tions. 

Listed by Underwriters Laboratories for 
all fuels—-accepted by Local and State 
Building Authorities—insurance Rating 
Bureaus—and the Building Officials Con- 
ference of America. 


Write today for details. 


CONDENSATION 
ENGINEERING CORPORATION 
3511 W. POTOMAC AVE CHICAGO 51. ILL 
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type of standard machin 
Hich 


washer is convex mn shape 


screw, cap 
scTew or bolt carbon steel 
with flat 


tened perimetet Sealing compound 


applied to underside of washer ex 
trudes when bolt or screw ois tight 
irround 


ened to effect hermetic seal 


thre ids head na clearances hele I 


ils “e/Trves as lo k “ ashes 


Water Heater 


“Hi-Recovery” 50 eal heate 


vater 
said to deliver 150 eph at 100 deg 


rime (utet { fomatt Burner Corp 


L 








Dept 14 39 Bloomfteld A 
Vewark 1. NJ. Tank has magnesium 
rod. Tank “floats” in hot gases 
unit. Provided are 11, in. cold and 


hot water taps. Oil-fired units are 70 









Ness 


Lock Hammer 
Mopet PLH-1 Pittsburgh lock ham 


mer designed to handle 


Vilwaukec 


50 to 22 


sheet metal hlectric 





When that ‘tough’ 
customer says... 


{ THs | 


JOB 
IS 





: DIFFERENT} 


e_., 


Just tell him... 











f the « - . 
SV 1 xa jon f° if 
Y vd t he d pe 
ANCE St pack ] 

y 4 piete c 4 . 
how, and with what pre » | 
dle air moving, cooling 1 dust and mois 
ture control. And that’s why the Reznor 
sectional duct furnace lets you satisfy each 
“tough” customer with the system that 
exactly right for his requirements 

And Reznor's sectional assembly elim 
nates some big rmstallation headaches 
Now you can assemble duct heating sys 

ms with capacities of two n ion Bt 
nd more right on the job 












iS weighing yn than 
pounds. Ff comp cde f 
Reznor sectional furnaces n 
hings for you ind better 
r customers st give your n 


Reznor distributor a call. You'll find hin 
’ 


listed under “‘Heaters-Unit” in the Yellow 


Pages 


S4REZNOR 


—_— 
WORLD'S LARGEST-SELLING DIRECT-FIRED 


ZiyysSUNit HEATERS 


Reznor Manufacturing Co., 6 Union St., Mercer, Pa. 
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Cozy Upfiow and Counterflow 
Forced-Air Furnaces — Cozy Up 
flow and Counterflow Forced-Air Fur 
naces are for installation in nearly every 
size home, with or without basements 
or with concrete-siab floors. Require 
minimum floor space, and fit zero clear 
ance into closets, alcoves, utility rooms 
etc. Completely wired, assembled, and 
ready for installation. Install with con 
ventional ducts or with 4” piping sys 
tems. All parts serviceable and accessi 
bile from the front. Adaptable for air 
conditioning. Exclusive Heat Wringer 
Heat Exchanger. Available in three ca 
pacities. AGA approved 








Cozy Challenger Floor Furnaces — The best 
buy in the floor furnace field. With Cozy you get 
the greatest amount of heating efficiency with the 
smallest amount of space. Heavy-gauge steel heat 
exchanger. Combustion chamber is shaped, not 
drawn.” Heavy, unbreakable steel grille. Shallow 
design outside casing. Interlocking bottom can't pull 
loose. Corners reinforced for additional strength 
Removable inner-jacket. Ten-year warranty. Avail 
able in four capacities. AGA approved 

















Cozy Wail Heaters — in homes, mo- 
tels, hotels, offices, stores, and apart 
ment houses, the Cozy Wall Heater gives 
that individual service so necessary to 
please guests and tenants. Each occu 
pant controls his own temperature. No 
lost floor space. Economical to install 
economical to use. Available in four ca 
pacities, single- or dual-wall installa 
tions. Three different temperature con 
trols are available. Efficient burner 
Large heat exchanger surface. Ample 
volume of air capacity. AGA approved 
under 1957 central heating standards 








Cozy Horizontal Forced-Air Furnaces — 
Cozy’s Horizontal Forced-Air Furnaces are the real 
space- and money-savers of the industry. Install in 
attic, utility room, under floor, even without base 
ment. Installation costs are minimum with Cozy’'s 
advanced design. Quiet, efficient performance as 
sures comfort and long life. Heavy-gauge used 
throughout entire construction. Five capacities are 
available to fit every construction need. AGA 
approved 
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Wichita, Kansas 


Find Out About the Cozy High-Profit, Year-Around Sales Plan! 
ASK YOUR DISTRIBUTOR...OR WRITE DIRECT TODAY 


The ADVANCE FURNACE CO. 
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REDESIGNED LINE of gas- and oil-fired furnaces featur 


ing “Seal-Tite” design principle to prevent air leakage 
Tool Corp... Dept. AA 108 HW. State St.. Milwaukee ; : ec 
; 7 ane in duct and fittings—Williamson Co., Dept. AA 3500 


& Unit closes Pittsburgh locks on straight runs, in 


side or outside radii up to about 20 fpm, the company 
states. Unit is powered by 115-v a-c, d-c motor. Ma 
chine rests on work. Features are trigger switch with 
locking button for continuous operation, balanced 


pistol grip handle. according to the manufacturer 


Grilles, Registers 


REGISTERS AND GRILLES featuring re-styled louver 
placement—V aterloo Register Co., Ine., Dept. 14. 


P.O. Box 72. Waterloo, la. Extended aluminum louvers 








Madison Rd., Cincinnati 9, O. “Special Series” fur 
naces are in lowboy. highboy and countertlow arrange 


ments, in sizes from 75,000 to 150,000 Btu input. Units 
ire adjustable. Louvers are placed with broad edge are adaptable to combination use with cooling coil and 
pivoted at front of grille. Appearance of grille or regis- outdoor, air cooled condenser. Smaller size and decora 
ter is unchanged regardless of angle of setting of lou- tor styling are featured throughout the line, the com 


vers. the company reports pany reports. 


NEW LOW COST 
are, naan on guard 


T>, 
VACUUM . 
New hidden, patented* filter 
3 times more power 


The new Premier Model P-950 Vacuum, 

with the new hidden, non-clog filter, is 

the only true low cost furnace cleaner. 

The hidden filter gives you more usable 

capacity than other vacuums twice the 

size. You can clean 4-5 home furnaces 

without emptying. Yet it is so small it 

fits easily on the floor of your car. Over 

2000 in use. Other models range from 

16-48 qt. usable capacity, including 3 

in 1 units: wet or dry, blower or 

shoulder vac ‘ Yes, she’s never off duty in 

*patent numb 14 Model P-950 guarding family health. She 
balances the family diet, takes 

THE PREMIER COMPANY the children for their “shots,” 


‘ 1, 755 Woodlawn Ave., St. Paul 16, Minn. 
in Canada: 35 Gerrard St. West, Toronto 2 


prods her husband to get his 
annual checkup. But what 
about her health? 


For FREE 


Attention: Gordon L. Bowman, V. P. & Sales Mgr 
illustrated 


; Please rush me FREE details on Premier Heating, 
information Air Conditioning and Industrial Vacuums. Thank you 
ll in and mail 
request form 
alent COMPANY 


Caring for herself is the 
greatest gift a woman can give 


NAME her loved ones. 


So don’t delay — see your doctor 
about your checkup. It’s “living 

insurance” against cancer. 
CITY STATE & 


ADDRESS 
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Hundreds of Dollars Easier to Sell! 





Hours and Hours Faster to 





Ta | 


in 
one 


FEDDERS 


e No refrigerant piping 
¢ No water lines 


e Bullt-in low voltage panel 


e Fits through 
24 inch openings 


e Pressurized air 
system permits 
installation anywhere 


X-ray view of 3 HP Adaptomatic 
shows built-in centrifugal blowers 
Entire unit shipped completely as- 
sembied. When necessary, for small 
openings, complete blower section 
detaches by removing only 8 screws 





Only the Fedders Adaptomatic is engineered 
and priced to make it easy for your average-income 


customers to buy . . . easy for you to sell. Proved in 
thousands of installations. 


Fast, Easy Installation—An Adaptomatic exclusive that pleases 
customers . . . makes you money. No expensive structural 
changes needed . . . no water pipes or cooling towers . . . no 
on-site charging of hermetic lines. Split chassis design gets unit 


through openings small as 24 inches square. Ducts to outside 
fit between studs without cutting. 


CRORE EEE EEE EERE EEE EE EEE EEE EEE THEE EEE ETHER HEHEHE EEE 


FOR EXTRA BUSINESS! 


2 New Adaptomatic Models! 


New 3 HP Water-Cooled Adaptomatic . . . for large areas isolated 
from outdoor air source. New Discharge-Return Plenum eliminates 
need for any ducts. Ideal for fine stores where ductwork would 
impair decor, for large offices unserviceable by window units. 


New 3 HP Heat Pump Adaptomatic — provides winter heating, 
summer cooling at a price only slightly above straight cooling models 
. .. hundreds of dollars less than other heat pump central air con- 
ditioners. Optional duct heater available. 


install! 











Can connect to warm-air system 
utilizing same ducts for heating and 
cooling to slash costs. 
_ 
1% 
Set 


installed in any interior location to 
Save duct work. 








= -£. tT 
ee I Py: 


_————$————— | 
For stores, offices and other open 
oreas, discharge return plenum elim- 
inmates need for cold air ducts. 





3 HP MODEL 830AB3 


Plus: 


Fedders exclusive system of Pressurized Condenser Air 
— permits installation of Adaptomatic anywhere in existing 
homes . . . with maximum efficiency and minimum ductwork. 


Happy Result: You sell Fedders Adaptomatics easier and 
faster because final cost is hundred of dollars less . . . brings 
central air conditioning within reach of additional thousands of 
families. Available in 2 HP and 3 HP models. 


Poe eee ee eee Pee eee OPP Pee Pe Pee Pee eee ee eee eee eee eee) 


INTRODUCING! 
Fedders Remote Air Conditioning Systems 


Now Fedders offers a complete line of remote central air con- 
ditioners—up to 5 HP—to solve every possible air conditioning 
problem. New remote units incorporate Fedders exclusives . . . 
arrive factory-tested and pre-charged . . . to eliminate toughest, 
meanest part of installation. 


1 your FEDDERS 


% 


distributor. 





AmertcaAN Artisan, Marcu 1958 





equipment developments sewer connections and does not generate ozone. It 


Continued ) weighs 35 lb. 





Speed Saw Attachment Metal Snips 


“Wyco” SPEED SAW attachment for electric drills . . 
ent tor electric ¢ METAL CUTTING sNIPs for left, right or straight metal 


HW yzenbeek & Staff. Inc.. Dept. AA, 223 N. California 


; : ‘ cutting, featuring compound leverage action— Stanley 
lve., Chicago 12. Saw operates with cam motion, runs 


Tools, Div. of the Stanley Works, Dept. AA, 111 Elm 


St.. New Britain, Conn. Jaws are alloy steel with 
chrome plate; spring action opens jaws after each cut. 


in grease. Streamlined housing permits good grip. Unit Handles can be locked together for storage: handles 
saws sheet metal, plastic and wood. No special blades 


are necessary. Saw has 13/16 in. stroke, said to pro- 
vide longer life than short stroke. 


are coated with plastic and contoured to fit hand. 


Evaporative Cooler 


P P il Mopet CB-SP-2 two-speed portable evaporative air 
Electrostatic Air Filter cooler with 3 eval water reservoir—Thermador Elec- 
SMALL, COMPACT electrostatic air filter which handles trical Mis. 0.. one {4. 5119 District Blud., Los 


800 cfm—Radex Corp., Dept. AA, 2076 Elston Ave {ngeles 22. a atured are 400 sq in. pad area, direct 


Chicago 14. Said to serve an average 4 to 5 room motor driven pump. Gage shows amount of water in 
house init has one electrical connection to blower reservoir. Unit moves 1800-2200 fpm: has 61 5 in. dia 
motor, plus two transmission ducts to fit unit into blower wheel, 1/23 hp motor. Carrying handle is 


furnace or duct work. Unit does not require water or included. 


HEE 


They go UP 


SO EASY! 


That’s because 


* Saves Time! 


... SLIP fF “Fit All 


rocerHer WM creer" 

















MANUFACTURING COMPANY 
NEW ALBANY, INDIANA 
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ARE YOU WORKING HARD 


(AND NOT BUILDING A BANK ACCOUNT?) 


No matter how many times you multiply zero, 
the answer is still zero. Likewise, no matter how 
many sales you make, if you don’t make a profit 
on each sale, you'll never build a bank account 


one of the many advantages. The fact that this 
equipment can be demonstrated to be outstand- 
ingly superior in quality is also only part of the 


story. These facts are converted into profits by 
If price competition (and often on the same sales and installation methods developed by 
make you handle) is squeezing the profits out of Stewart-Warner—sales ideas which lift you out 
your sales, you'll surely want to investigate the of the price competition rut — installation knowl- 
remedy offered by Stewart-Warner. Here is an edge which allows you to keep your profit. You 
organization of integrity and stability which can get a fair price and make a profit with 
equips you in every detail for a money-making Stewart-Warner heating and air conditioning 
operation. equipment. 

The fact that Stewart-Warner offers a com- 
plete “One Source’’ line of heating and cooling 
equipment on an exclusive franchise basis is only 


There’s no obligation in getting all the details. 
Write today —ask for a complete explanation of 
the Stewart-Warner Franchise. 


This folder will give you a clear 
visualization of the many outstanding 
advantages of the Stewart-Warner 
Franchise and why it offers a proved 
formula for a successful heating and 
cooling business. Write for your copy 
today. 


EVERYTHING FOR HEATING AND COOLING 
Residential and ; 
m E Commercial! Cooling 
Equipment 
Oil and Gas Basement and 
F Vertical All-year Conditioners 


Ges Burners 
eS 

= ST W 4 RT W A 8 i aa 
a * 


HEATING AND AIR CONDITIONING DIVISION « Dept. A-38, Lebanon, Indiana 
THESE ARE THE QUALITY PRODUCTS OF THE STEWART-WARNER CORPORATION 


and Automotive Lubricatioc 





Oil Burners 
i 
! 


Symbol of 


ent : ynts and a 7 \ 4a: RE 


NER @ STEWART-WARNER Electron wipment on 
Aaterials Handling Devices, Flo-Tilt Office Cha 
| 11 and Marine Instruments © SOUTH WIND Aviation H 
ter ® STEWART-WARNER SAF-AIRE and WINKLER Heo 
‘ . Meters @© BASSICK-SACK Furnit He 


“ ‘ Ls ond © OL NG 
J Syster >mme 3! and Military @ BASSICK Casters 
ntrols@ STEW ART-WARNER ne and other 


eat Ex 


er Aut 


vipment © STEWART [ 


Excellence All of above trade names are the property of Stewart-Warner Corporation 
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new literature 43! B (combination gas and electric), and Plan C (all- 


electric). The report is available to AGA member 
companies at $3.00, to other companies at $5.00 


. . American Gas Association, Dept. AA, 420 Lexington 
Aluminum Air Ducts ok , 
4ve., New York 17. 





THE CONTROL OF DUCT NOISES is one of the major sub- 
jects covered in the “Aluminum Air Duct Guide” Revised NWAHACA Manuals 
(130 pages). Discussed are advantages provided by " 
: Sips F [Two OF THE MANUALS in the Warm Air Heating 
aluminum in air duct applications, recommended al- ; : 
; ; : Library have been revised to include data developing 
loys and tempers with their properties, prefabricated a" ' 
; . from research at the University of Illinois and in the 
ducts, and details of research recommendations fo1 ne 
; oe field through the use of the mobile laboratory. Thev 
noise control in ductwork. In addition. the book con ; “ig! = ‘as 
; é are Manual 8 (fifth edition, $1.50), “Application 
tains detailed chapters on engineering, drafting, esti - Ge ate ' 
Me 7< : Guide for Residential Central Air Conditioning Sys- 
mating, fabricating and installing aluminum duct- ‘i ms 
' . ; é re tems (Winter and Year Round)” and Manual 9 (sixth 
work. Both residential and commercial applications as ranges ' : 
* as ok : sae edition, $1.25), “Code and Manual for the Design and 
are considered. Sen reques s on company etterneac : ° 
Installation of Warm Air Winter Air Conditioning 
Reynolds Metals Co. Dept. 14, P. O. Box 1800-A, ~™ ; , 9 
: Systems and Year "Round Air Conditioning Systems. 
Louisville, Ky é 
Vational Warm Air Heating and Air Conditioning 
{ssociation, Dept. AA, 640 Engineers Bldg., Cleveland 


Yardstick for Gas, Electricity Costs 14.0 


Gas AnD Evecrric Service in Multiple Housing (52 


pages) presents a yardstick for measuring compara- Footswitches 
tive costs of gas and electricity for house heating and 


ee CaTALoc lists more than 75 models of footswitches 
cooling, water heating and other purposes. The survey 


for heavy, medium and light duty applications. In 
reports on findings obtained in a special study of gas cluded is data on “Hercules,” “Clipper,” “Linemaster,” 
and electric requirements for a 1000 unit housing de “Nautilus,” “Duplex,” “Lektro-Lok.” and “Executive” 
velopment. Annual costs were figured for three dif models—Linemaster Switch Corp., Dept {4, 432 


ferent plans of utility service—Plan A (all-gas), Plan HW oodstock Terrace. Woodstock. Conn. 


+ Heating? Cooling? 
Air Conditioning? Process? 


od 0 ee 
e > 
err 


eek 8 A EE. OT | 
- 


Pe TT lead 


Here’s How to 
Get the RIGHT Answer to your 


HEAT-EXCHANGE PROBLEMS 


1 eOreanee th” ee aren 


~~ 


se A tl ah AL A EA TE 


— 


Tt sah OOO SO 
ee 
Seren eo 


ee eed 





The right ratio of surfaces—the right materials—the right velocities 
—the right proportion between coil area and depth there are 


wy) , dozens of factors that affect the efficiency, maintenance and service 


life of heat-exchange coils. 

For best performance in your own application, the practical 
approach is to take full advantage of the unequalled engineering, 
research and design skill—the unequalled manufacturing and testing 


facilities — which Aerofin offers you 
To get the right answer — ask the Aerofin man. 
» AEROFIN CorRPORATION 


101 Greenway Ave., Syracuse 3, N. Y. 


Aerofin is sold only by manufacturers of nationally advertised fan system apparatus. List on request 
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Compo PATENTED NORMAN SEALED COMBUSTION 


Unit Heater oF Central System -_ 


Redici-Fio application in Cadillac Super Morket, Oxford, Michigor 
Constructed ond Operated by H. 0. Grove 


Three Sicy ° 
Southerner © heniegnetiayircts: 


HORIZONTAL GAS FURNACES Gas-Fired UNIT HEATERS 


QANbWEAS more jobs belle 


Operating completely independent of room air, 
Norman Three-Sixty Unit Heaters can be installed 100%, Outside Combustion 
in many applications where other unit heaters may Air For Products 
fail Combustion Are Forced 
on Outside 
They are especially suitable for super markets, Never Enter 
Room 
bakeries, restaurants, meat shops, candy stores 
and other locations where combustion products 
entering the room threaten contamination 


Norman Three-Sixty Unit Heaters are particularly 4 uf 
adaptable to drug stores, variety stores, dry clean- 
ers or wherever exhaust fans create a negative 
pressure that may cause pilot outage 


























Two Types, Two Sizes 

Radial-Flo units gently distribute a complete 
circle of warm air downward and outward. Down- 
Blo units provide direct, spot heating from high 
ceilings—excellent for blanketing vestibules, lob- 
bies and doorways of garages, repair shops, ware- 
houses and other entries exposed frequently to the 
outside weather 


Both Radial-Flo and Down-Blow models available FOR B.A). 


in 85,000 or 115,000 BTU/hr. inputs. 
Saves floor space can be located high 


out of the way IN CANADA. A. D. PALMER PRODUCTS LTD., Lethbridge, Alberta — A. D. PALMER & CO., Port Credit, Ontarice 
a SSSSSSSSESSSSSSSSSSSSSSSESHESSESSSSSEHSSSESSSSSSESEOESE 
Saves installation time and costs can . 


b talled duct syst NORMAN PRODUCTS CO. 
e installed as a duct system . omental = 


We want to learn more about Norman Three-Sixty Unit Heaters. 








Versatile outstanding performance when 
used as unit heater in commercial installa- 
tions where extra velocity and quietness are 
required 

A.G.A. approved for use as either central 
heating system or as a blower-type unit : ADDRESS 
heater with any type of gas. Also approved CITY. ZONE__STATE____ 
for attic installations See Sweet's Arch. File 30C/No, American Sch. and Univ. Annual C-1/No 


NAME 





COMPANY NAME 
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“TI-CO°’s tight zine coating 
Saves us time and money” 


says Frank Marino 


“Flaking used to be a problem with the old pot-dipped 

sheets. Jobs often had to be re-run and that costs money. 

With TI-CO there’s no flaking . .. the zinc coating stays on 
. . even in the Pittsburgh lock-seamer.”’ 


—Frank Marino, Shop Foreman 


McGrath Heating & 
Air Conditioning, Inc. 


Chicago, Illinois 


Ask your distributor for the TI-CO 
Brand . . . the galvanized sheet 
tailor-made for sheet metal work . 


INLAND STEEL COMPANY 


30 W. Monroe St., Chicago 3, Illinois 


new literature 


(Continued) 





Temperature Controls 


“Got A TEMPERATURE CoNTROL PrRoBLEM?” (four 
pages) describes and illustrates “Thermoswitch” con- 
trols. Included are complete construction details and 
six basic configurations. Ask for Bulletin MC-157 

Fenwal Ine.. Dept. AA, Pleasant St.. Ashland, Mass 


Gas-Fired Furnaces 


SPECIFICATIONS (including input and output ratings) 
for high-lowboy, counterflow and horizontal gas-fired 
furnaces are contained in Form No. LL-179. High- 
lowboy models feature “downsweep contour flame” 
burners designed to put the heat at the bottom of the 
heat exchanger lirtemp Div., Chrysler Corp., Dept. 
14. P. O. Box 1037. Dayton 1. O. 


Fan Motors 


BuLLetin B-2505 explains the operation of motors in 
propeller and axial-flow fan applications. The motors 
are designed to increase in hp output in direct rela- 
tion to the velocity of air swept over eae h motor 
frame surface by the fan it powers, within mechanical 
limitations—Reliance Electric and Engineering Co.. 


Dept. AA, 24701 Euclid Ave., Cleveland 17 


Wall Calendar 


WALL CALENDAR features paintings by well-known 
artists portraying progress toward “living better elec 
trically.” Presented in full color, the paintings illus 
trate subjects ranging from the role played by ele« 
tricity in national security to uses of electricity in the 
home and on the farm—General Electric Co., Dept 
14. 1 River Rd., Schenectady, N.Y. 


Power Exhausters 


Butietin 58-A illustrates features of “Quiet-Tested” 
power exhausters. Data is given for wall exhausters 
as well as centrifugal and axial type roof exhausters 
Capacity tables and specifications for each type of unit 
are included—Jenn-Air Products Co., Inc., Dept. AA. 
1102 Stadium Dr., Indianapolis 7, Ind. 


Registers, Diffusers and Grilles 
CATALOG presents selection charts, engineering data, 
etc. on registers, diffusers and grilles. Printed in full 


color and illustrated throughout, the brochure is also 


designed for use by the dealer in presenting his sales 
story to the customer. Ask for Catalog 58 a. c.—Air 
Control Products, Inc., Dept. AA, Coopersville, Mich. 























“Soldered joints are never 
naniiiiaiiiaiiien a problem with INLAND TI-CO°’ 


THE FEATURES OF “ArcTic CIRCLE” evaporative says Bob Schill 


new literature 


(Continued) 














coolers, including all-welded cabinets. “Microglas” a 
filter, water flow equalizer. and “Flowtrol” grille de ie 
sign, are presented in a 36 page full color catalog. II- 
lustrated are horizontal. top horizontal and down dis- 


charge models. Parts described include recirculating 








pumps, cupola, roof stand. directional louvers. water 


connector kit’ and replacement filters. Engineering 





data includes cabinet and pad filler dimensions. specl- 
hceations and periormance ratings International 
Vetal Products Co. De pl { f. P 0) Box 1712, 







{ri: 


Phoenix. 





Heating and Cooling Units 













FULL COLOR LITERATURE covers furnaces, vear ‘round 
ir conditioning units and room air conditioners. Ds 
scribed are “Home Comfort” vear “round units: “Hi 
Ef Twinline.” “Pathfinder.” “Champion” and “Em 
hassv” summer air conditioning systems: “Yorkaire.” 
“Snorkel.” “Power Mite” and “Senior” room air con 
ditioners: and “Climaster.” “Patrician” and “Chal 





lenger’ oil and gas fired warm air furnaces. Specih- 







ecauions are given tor ill models illustrated York 
( orp., Subsidiary of Borg-Warner ¢ orp., Dept. 14. 
Roosevelt fie 9 Ve rk Pa 














Humidifiers 





FOLDER FOR CONSUMER DISTRIBUTION describes how 
properly humidified air promotes better health and in- 
creases personal comfort. Illustrated are series 555 
ind 555C “Vaporite” humidifiers for straight side 


warm air furnaces and series 577 for sloping ot 







straight bonnets. Humidifiers are pre-assembled at 
factory. may be installed in 30 minutes the company 
states—-Automatic Humidifier Co., Dept. AA, 19th & 
Vain Sts., Cedar Falls, la 










Ducts for High Velocity Systems 





[TWENTY-FOUR PAGE MANUAL covers the design of 


ducts for all-air high velocity heating and air condi 













tioning systems. Featured is a step-by-step design pro 

cedure for a typical installation. Eleven pages of per “We do quite a bit of soldering in our shop, but there's 

formance tables are included—Anemostat Corp., Dept. never any problem with Inland TI-CO. We get nice smooth 
. 14.10 F. 39th St.. New York 16 joints that really hold. We like the dimension uniformity 


of TI-CO sheets too... they’re always nice and square.” 








—Bob F. Schill, Partner 
Rapids Sheet Metal Work 
Wisconsin Rapids, Wisconsin 


Wood and Metal Ladders 


FORTY PAGE CATALOG covers ladders, scaffolding and 
planks. Illustrated and described are 140 types of 
wood and metal ladders. Price list is included—Amer- 
ican Ladder Mfe.. Ine . Dept 1A, 9111 Brookpark 
Rd., Cleveland 29 


Ask your distributor for the TI-CO 
Brand . . . the galvanized sheet 
tailor-made for sheet metal work . 


.. INLAND STEEL COMPANY 


30 W. Monroe St., Chicago 3, Illinois 











new literature 


(Continued ) 





Polyethylene Tanks 


CYLINDRICAL, square and rectangular polyethylene 
tanks for use in corrosive applications are described in 
a two-page, illustrated data sheet. Cylindrical tank 
measures 22 in. I.D., is 34 in. deep. Square tanks are 
24, 18 


models measure 20 12 


available in and 12 in. sizes. Rectangular 
20 in. deep, 15 X 6 

15 in. deep, 20 X 20 12 in. deep, and 15 X 15 
{merican Agile Corp., Dept. {A, P.O 


168. Bedford. O. 


6 in. deep 


Box 


Direct Drive Blowers 


(,ENERAL CONSTRUCTION FEATURES, motor construction, 
and extra features of non-overloading Class 1 direct 
described in catalog No. 215. Also 
performance data tables. dimensional 


Fan 
De pt. 


drive blowers are 
included are 


and 


1A, 


drawings and recommended specifications 
Dir . 7 he Peerless Electric Co m 
Ho arren. O 


Blower 


Adhesives in Curtain Wall Construction 


THE USE OF ADHESIVES for sandwich panel construc- 


tion is the featured subject in the second issue of “Ad 


wich panel adhesives can be classified as thermoset- 
ting, thermosetting and thermoplastic, or thermoplas- 
tic. Each type is described and its applications dis 
{dhesives, Coatings & Sealers Div., Minne- 
sota Mining & Mfg. Co., Dept. AA, 423 Piquette Ave., 
Detroit 2. 


cussed 


Architectural Aluminum 


ARCHITECTURAI architectural 


STOCKS CATALOG lists 
aluminum items immediately available from company 
distributors and jobbers. Dimensions and other data 
necessary for designing, ordering and fabricating are 
presented together with installation details, procedures 
ind suggested specifications. Listed are sheet metal 
products, railings, structural shapes, fasteners, ete 
Also included is information on properties and sele 
tion of alloys, specifications for various finishes for 


iluminum, and an outline of advantages offered by 
aluminum products 


| f. 1501 


{luminum Co. of America. Dept 


{leoa Bldg., Pittsburgh 19 


Registers and Grilles 


Flo” registers and grilles 
through- 
out, decorator finish, triple ribbed blades, interlocking 
Lenly Mig. Co.. 


DATA SHEET discusses “Rite 


Features listed include riveted construction 


louvers. and two-stage control lever 


Los 


hesive Horizons”. The company points out that sand- Inc.. Dept. AA, 844 Stanford Ave 


{ngeles 2) 


Save Costly Labor Hours 


AMAZINGLY LOW-PRICED BETT-MARR | 
BAND SAWS CUT PRODUCTION COSTS 
—PAY FOR THEMSELVES QUICKLY 


MODEL 24S— ~~ 3 


Rugged 3-Wheel Saw Has 24” Throat 
—Cuts 50 to 70 Stacked Sheets 


Model 24S Bett-Marr will make center cuts on sheets 
up to 48 inches wide. It’s big enough to do most any 
job—small enough to fit most any space—and costs 
much less than any comparable saw. 


Low cost—2-Wheel Saw Out-performs 


Saws Costing 6 Times As Much. 
Model 14SM Bett- Marr has a 13 '4" throat and will do 


everything its big brother will do, except accommodate 
the larger sheets. A Bett-Marr can help you produce 
ductwork pieces 6 to 12 times faster than by hand. 


WRITE FOR INFORMATION OR ASK YOUR DISTRIBUTOR 


BETT-MARR MFG. CO. 


HOPKINS, MINNESOTA 


move. i4sm 


2 wheel bo 





Both Bett-Marr Models are especially 
adjustable blade speeds from | to 30 


designed for stacked sheet metal cutting. They have quickly 
FPM for cutting metal, wood or plastic without blade 
Perfect blade control assures smooth radius and straight line cuts. Blade cannot slip off 
m. Cuts iron, bronze, copper 


chotter 
wheel in operat steel castings and forgings, wood, plastics, and 
stainless steel 
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Hottest tip for MODERNIZATION PROFITS: 





«Use Heating Comfort Standards 
ee 
e. a = 4 you sell the New Majestic Line! 





- now with an all-industry effort special selling inducements and 
inder way Majestic urges you to prompt delivery 
cooperate to the fullest in se lling the 


; i ee Majestic helps you sell—The name 
it who installs the bes juipment “comfort 


Majestic — long established and 
known for quality—is backed up by 
a fast-moving, progressive sales pro- 
motion program: colorful consume: 
literature for handouts and mailings 
— permanent metal roadside signs 
(now seen by 89,000,000 viewers per 
month) — in-store displays, decals 
and other dealer identification de- 
There are other reasons why smart ne a sue got pereeeneee Sores 
dealers are taking on the Majestic help through your Majestic district 
ics sales managers 


story. When you use com- 
who gi the b é and i fort as the 


big reason to buy—and 
brand of equipment giv he greates back 


up your story with an offer of 
quality Majestic products—your cus- 
tomers will get the best possible deal 
all the way. For Majestic products 
meet—and even exceed—the highest 
home heating standards eve 
established 


Majestic keeps you informed — 

Majestic makes purchasing easy— Frequent sales meetings and service 
A single source for the entire line! training schools provide up-to-date 
All models of heating and cooling information for you and your em- 
equipment, as well as fittings, ducts, ployees. A regular bulletin service 
registers and other supplies. Majestic keeps you informed on all important 
gives you the added benefits of pe- developments in the heating and 


riodic discounts and allowances cooling industry 


BUYERS MUST BE SOLD---anpo Majestic setts THEM! 


1 Y 
| All models © Winterand | . Majestic Thulman 
gas or oil ' summer air All-metal fire- 
furnaces conditioners. i place and chimney. 
Remote air and 
a water-cooled 
air conditioners. 


AND NOW — the new ELECTRIC FURNACE for easy conversion 
to year ‘round air conditioning or modern HEAT PUMP! 


SB Ae odes 


roe 
seo 


% 


te 


on 


Start with the 
Majestic Electric Furnace. 


1 At iat 


. or add remote 
compressor and 
HEAT PUMP. 


* 


Add condenser coil 
and remote air 
conditioner unit. 


ee 


Kade 1S arcade 


Write today for more facts on the entire Majestic line and how to get a profitable dealership with this 


progressive, sales-minded organization. 


* Ask for free copies of the 
Heating Comfort Standards Chart. 


The Co., Inc. 


394 Erie Street, Huntington, Indiana 
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Blowers 


“Vikings new Mark II Beating 
helps you sell todays 
value-conscious buyer! 


Built-In Journal for Lighter Loading, Longer Life 


Mark III runs quieter, longer 
under today’s demands for 
high-speed, continuous blower 
operation because its precision 
finished journal increases shaft 
diameter to distribute load over 
33-1/3% more bearing surface. 
Neoprene-cushioned; long-last- 
ing factory-packed lubrica- 
tion; re-oilable through self- 
closing membranes. Takes 5”, 
¥,” or 1” shaft (without jour- 
nal); interchangeable with 
other bearings 1-13/16”" O. D. 


[RE-OLABLE | 
FACTORY-PACK 


\ 


New Viking “B” Interchangeable Blower 
@ First blower to have Mark III 


bearing with built-in journal 
@ First quadruped bearing 
bracket 


First truly interchangeable 
blowers to reduce your test 


time and costs 


Designers: Write on your letterhead for new 
“Blower Design Kit’. 


VIKING AIR PRODUCTS 
5601 Walworth Ave., Cleveland 2, Ohio 


new literature 





Corrosion Prevention 


“CORROSION AND ITS PREVENTION” consists of a gen 
eral discussion of corrosion as it affects the air con 
ditioning industry, and includes information on at 
mospheric corrosion, corrosion of water circuits, and 
water treatment. Also included is information on ac 
cepted industry practices and recommendations for 
combating corrosion based on experte ree wathe red by 
the industry over the years. Copies are priced at 75 
cents fir Conditioning and Refrigeration Institute 
Dept 14, 1346 Connecticut Ave... N. W.. Washingtor 
(. dD ( 


Fan Motors for Room Coolers 


“Fan Motors for Air Conditioners” (GEA-6533A 
eight pages) describes ASP shaded pole and KCP 
permanent split capacitor type tan motors tor room 
ir conditioners. Bulletin covers design, insulation and 
lubrication features as well as application and per 
formance data—General Electric Co., Dept {4 
Schenectady 5. N. } 


Air Conditioning Valves and Driers 


Revisep cATALOG No. 103 covers valves, driers 
strainers and accessories for air conditioning applica 
tions. Included is data on “Golden Bantam” packless 
line shut-off valves with extended ends and solder con 
nections; “Cros-Vu" hermetic seal liquid indicators; 
and a new line of filter-driers—Henry Valve Ce 


Dept. AA, 3215 North Ave., Melrose Park, Ill 


Expansion Bolts 


THE FEATURES OF “WeJ-IT” expansion bolts for 
anchoring equipment and machinery are detailed in 
in illustrated data sheet punched for catalog insertion 
Designed to expand as it is tightened, the bolt holds 
firmly in almost any type of construction material, the 
company states. Eight stock sizes are listed ranging 
from 14 in. diameter and 1-%¢ in. long to °4 in. diam 
eter and 3 in. long—Airel, Inc., Dept. AA, 332 I 


98th St... New York 16 


Accounting for Small Partnerships 


NUMEROUS common partnership management pitfalls 
may be avoided through the application of sound a 
counting procedures, according to the leaflet. “Basic 
Accounting for Small Partnerships” (No. 29 in the 
Small Business Administration’s series of Small Mar- 
keters Aids). Sections are included on Division of 
Profit Among the Partners; Salaries, Rent, and In- 
terest Paid to Partners; Partners’ Withdrawals: Pet 


sonal and Business Funds Separated; Provisions for 
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new literature 


(Continue d) 





Partnership Dissolution; and the Partnership in To- 
day’s Economy—Small Business 


fayette Bldg . Washington, D. ¢ 


{dministration, La- 


Power Roof Ventilators 


SELECTION GUIDE to low silhouett powel roof ventila 


I LSQ (eXx- 


; and L-SRQ (supply) models 


tors contains data on LSO 


SRO 


exhaust): 
haust) ; (supply) 


Features listed include direct connection between 


motor and fan; type “A” propeller fan designed to in 
sure quiet operatior lubricated motor 
bearings; and aluminum housing and fan wheel. Ask 
for bulletin 2301—Jlg Electric Ventilating Co.. Dept 


p 
14, 2850 N. Pulaski Rd., Chicago 41 


permanently 


Ring, Circle and Slitting Shears 


RING AND CIRCLE ind slitting shears, both hand 
and power models. are described in Bulletin 80-R¢ 
velded steel bed. 


box type construetior parallel ar 


Features include cutting head of 


id inclined construc 
| 


tion of cutter spindies, and idjustable swing and slit 


ling gages. Specifications al ven for all models 
Niagara Va hine A ] On u r rks. De pt { | 6835 Vorth 


land Ave., Buffalo 11, N.} 


YOU HAVE SOLD ME--FROM HERE ON IN 


ri. HANDLE WEIR-MEYER *# \ 
ce 


Let our representative tell you why — more dealers are switching 


to the quality engineered —Winter Heating and 
Summer Cooling WEIR-MEYER Line — 

@ recognized performance leadership 

@ proved customer satisfaction 

@ understanding dealer-factory relations 

@ over 90 years of “know-how” 





Meyer High -Boy 


Meyer Low-Boy ges or of 


gas or oil 


THE MEYER FURNACE COMPANY 
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Meyer Remote 
Air Conditioning 


Fume Washers 


FUME SCRUBBERS and their application are described 
in bulletin B-71. Photographs show scrubbers as used 
in operations such as metal treatment. electroplating. 
refining, acid pickling, anodizing, etc. Depending on 
the application, washers are constructed of solid plas- 
tic, reinforced plastic, rubber and plastic lined steel. 
Heil Process Equipment Corp.. 
14. 12901 Elmwood Ave., Cleveland 11. 


or stainless steel 
Dept 


Mechanical Draft Fans 


BuLLetin FMD-101 presents data on forward curve 
mechanical draft fans. Featured is a chart illustrating 
pressure characteristics—Chicago Blower Corp., Dept 


14, 9863 Pacific Ave., Franklin Park, Ill. 


Budget Plan for Oil Heating 
OHI No. 4453 


fourth in a series of six consumer promotional pieces. 


BUDGET PLAN promotional folder is the 


This one tells the customer of the advantages that may 
be obtained from the easy payment budget plan, de- 
signed to eliminate peak season bills. Also available is 
OHI No. 4453-AB budget plan “tickler” slip, designed 
to be 


motional folder 


used as a follow-up to the budget plan pro- 
Oil-Heat Institute of America, Inc.. 
Distribution Div., Dept. AA, 500 Fifth Ave. Neu 


York 46. 








»> Ya 
“ 


MEYER FURNACE COMPANY 
1300 So. Washington, Peoria, Illinois 


Yes, we, too, want to know WHY — more dealers are 


switching to WEIR-MEYER 














— State 





CJ DEALER CL DisTRIBUTOR () MERS. REP 


PEORIA, ILLINOIS 


| 
| 





new literature 


FOR LOW COST HEATING 
PLANT POWER-DRAFT AND Air Conditioning School 
INDUSTRIAL EXHAUSTING AIR 


dealer-contractors and wholesalers should plan to take 





CONDITIONING SCHOOL booklet explains why 





advantage of courses offered by the company. Sub- 
jects covered include fundamentals of air conditioning, 
function of an air conditioning system, design and 
servicing of simple systems, and marketing of air con 
ditioning products. Discussed are facilities for instruc 
tion, teaching methods, and study material available 
Included are a schedule of classes, list of hotels and 
motels in Johnstown, transportation data and other 
information. No tuition is charged. The school is open 
to any qualified heating or air conditioning dealer 
contractor or wholesaler, not company customers only 
Ask for form No. AC-963—National-U.S. Radiator 
Corp., Training School, Dept. AA, 221 Central Ave., 


sees Specify lohnstown, Pa. 
e kd ¢ Gas Furnaces 
8 Uc ra f Six PAGE CATALOG (28TA) details applications, fea 


tures, ratings and speci fi ations for *¢ lipper™ forced 
* NO MOTORS, FANS OR BEARINGS iir gas furnaces and “Barnes” gas floor furnaces 


“Clipper” models are available in 19 sizes, ranging 


IN EXHAUST LINE * NEEDS NO STACKS from 70,000 through 200,000 Btuh input; all are said 


to be readily convertible to air conditioning applica- 
* ACID RESISTING FINISHES * STATIC tions. Features of “Clipper” units include 15 in. dia 


PRESSURE UP TO 12 INCHES meter blower designed to provide “whisper-quiet™ op 


eration; 16 gage steel heat exchanger with increased 
vertical surface for streamlining the air flow; and 20 
FOR HEATING PLANTS AND INCINER- gage steel cabinets—Tamco Corp. Dept. AA, 1005 A 
ATORS, Quickdraft provides constant draft for St.. San Rafael. Calif. 


efficient ind economical combustion. It eliminates 


pulsating or chattering, puffing, smoking and sooting. Aluminum Coated Steel 
Costly, tall and unsightly stacks are unnecessary. 
g 
ILLUSTRATED SIX PAGE FOLDER tells how aluminum 
~ ’ TT , ‘ . coated steel resists and reflects heat and stays strong 
FOR INDUSTRY, Quickdraft offers up to 12 : ‘ 

: in elevated temperature service. Some of the features 

inches static pressure for exhausting corrosive ’ : : 
‘ listed are low cost. high heat resistance. resistance to 

rases, abrasives a paint spray ... Mov > — . . 
gases, abrasives and paint sf oving fine combinations of heat and corrosion, heat savings, and 
workability {rmco Steel Corp., Dept {4, 6957 


Curtis St.. Middletown, O. 


bulk materials and wastes. 


FOR MOVING AIR ... in or out of building 


through ducts . . . Quickdraft is outstanding. ; 
Solar Heating for Homes 


N-589-QD 





“Living WitH THE SUN” presents 60 plans selected 
IMPORTANT NOTICE 
For withstanding corrosive gases, all Quickdraft units 
are available in standard acid resisting vitreous enamel, Contestants were required to provide foe ecler hoot 
No. 316 Stainless Steel, rigid plastics (P.V.C.) and with ° s 
plastic aad Pibergles coating). ‘i collection surfaces capable of performing the follow 


from entries in the “1957 International Architectural 


Competition to Design a Solar-Heated Residence.” 








ing functions: 1) Heating the domestic water supply; 





| Pl ehdrwgy 2) Heating the residence durine~ average wintet! 


Write for QUICKDRAFT ENGINEERING atk - ond 3 Heati } : . ‘ : 
DATA on your application today weather; and 3) eating the water in the swimming 


a 7 P. 0. Box 87-t = pool. The book measures 14 X 14 in., is priced at $6 
Quickdraf?t °°" | 


Association of Applied Solar Energy, 3424 N. Cen- 


CORPORATION ... , tral Ave., Phoenix, Ariz. 
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| POWER 
PRINGLE acti 


The Best in Power Vacuum Cleaning 
Equipment for a Low, Low Price 


No stationary motor, low maintenance, ample, 
safe and convenient space for accessories, simple 
to dump with cleanout doors on both sides, quick- 


Tay 444 
ly set up telescoping aluminum pipe and light NEAT & COMPACT 
weight flexible hose may be unloaded or loaded . Fi BAGS CONCEALED 


ROLL TOP TARP 
from either side or back, bags appear automa- THREE LARGE 


Cee eel UTILITY 
tically, space required on the job no larger than . ae Seco ’ STORAGE 
a car's ae 5 eae COMPARTMENTS 


Only one man needed for any size job 


Write Today for Particulars 


>r> 
HOOK-UP 


R. A. PRINGLE & son = ‘2° 


DIRT CAPACITY 
508 CATHERINE STREET 13” FAN INTAKE 


POWERFUL! 
WALLA WALLA, WASHINGTON 








The new A&A “AIR-MASTER” is ideal for home modernization jobs! 


the market in years! Only one unit to stock and 


| i | } 
The most flexible air register — diffuser to reach a H | | 


install for both heating and air conditioning. Lt | | 
An ideal replacement for registers in older homes Ht t 
where air conditioning systems are being added. 
Installs on wall or baseboard on inside or outside 

walls. 


















































The A&A “AIR-MASTER” diffuses evenly . . . . anywhere! 
Effortless change from summer cooling to winter heating. 
Air flow is adjustable by lever from 35° up to 35° down. 
Vertical fins are factory set to diffuse air to both sides 22 
degrees, half right and half left . . . and the 35° 3° 
atl . DOWN FOR . ‘ UP FOR 
settings can be changed. HEATING COOLING 
Write for details on the M-series “AIR-MASTER' 


We make a complete line of registers, grilles and dif- 
fusers for all types of heating and air-conditioning in- 
stallations. Write today for your copy of our new 
catalog 58, just off the press. 


“ho AR & A REGISTER COMPANY 


8327 CLINTON ROAD «- CLEVELAND 9, OHIO «© Allantic 1-6166 
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NATIONAL LOCK 


ONTINUOUS 


: 
) 
7) 
41, @ 


4 


_ HINGES 


for all types 
of heating and 
air conditioning 
cabinets...and 
other metal 
applications 


UNEQUAL WINGS — PARALLEL HOLES 
(ON SPECIAL ORDER) 


SPRING HINGES 


Available in steel, brass, stainless steel 
and aluminum, National Lock hinges 
are offered with equal and unequal 
wings . 4" to 3Y2” widths . up 
to 97” lengths . . . with and without 


holes. Write for complete information 


HANDLES - PULLS - LATCHES 
CATCHES - HINGES - SCREWS 


ONAL LOCK COMPANY 
Rockford, Illinois 


new liferature 


(Continued ) 





Gas Furnaces 


TWO-COLOR DATA SHEET decribes factory assembled 
vas-fired winter air conditioners. Ten features are 
listed. A chart gives engineering data and specifica- 
tions on five models. Illustrations include two photo- 
graphs and a line drawing. Optional equipment is 
also described—Thatcher Furnace Co., Dept. AA, Gar- 
wood. N J 


Blower Control 


CONSUMER LEAFLET tells the home owner that he can 
“enjoy June in his home from September through 
May” by having a “Palm Beach” blower control in- 
stalled on his present furnace. Cartoons are used to 
illustrate discomfort and expense resulting from un 
even heat distribution— National Modulation Co.. 
Dept. 4A, 2720 N. Hy. 61. St. Paul 9. Minn 


Fuel Oil Tank Corrosion Inhibitor 


RESEARCH REPORT explains how “Magna-Bar” alka- 
line alloy metal bar reduces corrosion and sludge 
formation in fuel oil storage tanks. The study de- 
scribes the results of a one-year testing program. The 
company states that the bar achieves its effect by 
means of a chemical reaction in which sludge forming 
catalysts and corrosive acids formed in the storage 
tank are neutralized-—Johns Mfe. Co.. Dept. AA, 670 
Bound Brook Rd., Middlesex. N. J 


Vent Silencer 


Brocuure describes “Quiet-Vent” silencer designed 
to filter out sound from return air vents. The silencers. 
said to prevent the transmission of noise without im 
peding air passage, find application in offices, hos 
pitals. hotels, et Industrial Acoustics Co.. Inc.. Dept 
14.341 Jackson Ave., New York 54 


Gas and Oil Furnaces 


“SELLING AID” portfolio (FD-107) includes catalog 
sheets on gas and oil fired warm air furnaces available 
in highboy. lowboy. counterflow and horizontal models 
Each sheet presents design and comfort features, sizes 
ind capacities, and a cutaway view of the model—The 
Firewel Co., Inc., Dept. F-1-AA, 3685 Broadway, Buj 
falo 25, N.Y. 


Steel Bars, Sheets and Strip 


TECHNICAL BULLETIN 11-2 gives data on hot rolled 
steel bars, structurals, plates, sheets and strip. Cutting 
services are illustrated—Joseph T. Ryerson & Son, 
Ine., Dept. AA, Box 8000-A, Chicago 80. 
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In the New York market 
... Where price is 

an important factor . . . 
and rigid building 

codes exist... 

Empire Ventilators 
outsell all others. 





2 + 7 ° , 
Empire Ventilation Equipt. Co. i:c.crayscv 











Hand Operated 


BOX AND PAN BRAKES 


One Man Operation - Quick Adjustments - Rugged Construction 





BENCH MODEL BOX AND PAN BRAKES 


Made in three sizes with bending lengths 
of 24, 30, and 36 inches up to 16-gauge 
sheet metal. Stand is available as extra. 


DREIS & KRUMP 





Descriptive Literature on Request. 


UNIVERSAL BOX AND PAN BRAKES E : S & P 


Capacities up to 12-gauge sheet metal MANUFACTURING COMPANY 
woe and bending lengths up to 10 feet. 7404 S. Loomis Boulevard, Chicago 36, Illinois 
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the complete line...completely dependable! 
All the thicknesses and weights you'll ever need 





ASBESTOS PAPER: 


A full range 

of thicknesses 
and weights, 
from 8 to 64 
pounds per 

100 square feet 
18", 24” and 36” 
wide. 5 Ib., 10 
ib., 25 Ib., 50 Ib. 
and 1C0 Ib. rolls. 





CONTRACTORS! 
Here’s the line designed for YOU 





ASBESTOS TAPE: = 
2 and 3 inch 
widths, 500 to 
1500 foot 
packages, 
packed in 
cartons-—easy 
to stock and 
use, no waste. 








| MILLBOARD: 
Tough but not 





AIR-CELL CORRUGATED: 


° 
4", 6", % 





brittle and 4” thick 
‘| thicknesses with or 
Z from 'i,” to without foil He. J . 
a3" ‘4"—carton backing—37" aa a 
; packed for wide rolls, __ AEE, 
ay protection packed in 7 
until used. cartons. 
™ : DUX-SULATION: VIBRA-STOP: 


The world’s 

‘ best duct 
insulation 

14” and 1” 

thick. Costs 

y a little more, 

re 
worth a lot more. 


The Metal 

Fabric flexible 
duct connection 
that stops noise. 
Two weights of 
metal, both canvas 
and asbestos types 








FLEX!-DUCT: 

4”, 6” and 8” 

EOL widths of 

selvage edged 

flexible 

asbestos 

woven duct 

Mi + connectors. 

ro aN Low cost, meets 

‘ - Underwriters’ 
bo *, —ealeanien 

3 requirements 





FURNACE CEMENT: 


Smokeless 
odorless, acid 
proof and 
fireproof, from 
1 pound cans 
to 100 pound 
steel drums 

a perfect ® 
permanent 
metal-to-metal seal. 


asaesTos 
*Vanace come, 








COMBUSTION CHAMBERS 

> 44 to 12 gallons 

<€ per hour—quick 
installation, 
maximum 
combustion 
efficiency and 
long life. 













THIS "BUYING & SELLING GUIDE” 
TELLS YOU EVERYTHING YOU 
NEED TO KNOW ABOUT 
ASBESTOS OR INSULAT 
ING MATERIALS. GET _ 


Pe || 
A COPY FROM =a } 
YOUR WHOLESALER | * | 
—IT'S FREE! sees ] 


ASBESTOS and /NSULAT/ING MATER/ALS 





141 W. JACKSON BiVD. 


CHICAGO 4, ILLINOIS 








we hear that... 


> Muinneapoiis-HoneYWweLt Regulator Co. 





reports 
wide industry support of “Project Warm Hearted 
House”, the national residential heating modernization 
program launched in November by the company. 
More than 10,000 dealers, approximately 60 manufac 
turers, over 200 wholesalers and several trade asso 
ciations are actively participating in the campaign 
which is aimed at the more than 20 million American 
home owners who have heating systems more than 10 
vears old. 

K. L. Wilson, Honeywell vice president, said: “With 
the modernization market representing a largely un 
tapped reservoir of business, this campaign offers new 
opportunities for everyone associated with the indus 
try.” 

The company says manufacturers and distributors 
are supporting the campaign in a number of ways: By 
sending out personal letters to dealer-contractors urg 
ing 100 percent participation; by publicizing th 
campaign in their dealer publications; and by in 
structing their field sales representatives to explain the 
program to their customers and outline its advantages 
Many manufacturers and distributors are pointing out 
to dealer-contractors that “Project Warm Hearted 
House” also offers an excellent opportunity to push 
central air conditioning with home owners. In several 
instances the home modernization program is being 


tied in with already scheduled advertising campaigns 


* THE TRANE Lo. plans to enter the residential sum 
mer air conditioning field this summer. The first sys 
tems will be produced at the firm’s new plant in 


Minard. a | rane 


president. The company will also manufacture central 


Clarksville, Tenn., according to D. ¢ 


heating systems and will offer either the heating or 
cooling unit or a complete vear ‘round air condition 
ing system 

> Josern T. Ryerson & Son, INe. is erecting a ware 
house building across the street from its St. Louis steel 
service plant located at 5 Clinton St. The space will 
house slitting and shearing equipment which will be 
used to cut flat rolled steel and aluminum into sizes to 
meet customers’ production requirements. The new 
facilities are expected to be in operation in the spring 


of this year 


>» A NEW DEPARTMENT, Service & Customer Relations, 
has been established by the Fedders-Quigan Corp. A 


F. Agovino has been appointed its manager. 


> Limpacu Co., Pittsburgh mechanical and metals 
contractor, has acquired the B. A. Walterman Co. of 
Cincinnati, O. Heading the Cincinnati facility as man- 
ager will be William W. Berger. B. A. Walterman will 


act as consultant to the new manager. 
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Brunettes? 


What's your choice? You can’t tell for sure until you have compared 
them all! The same with lock rolling machines. You don’t know what 
you're missing until you have used a Flagler. They are built better, for 
a longer service life and greater production. Flagler builds the broad- 
est line—a lock rolling machine for every need. Before you buy—com- 
pare—and we bet you will pick the Flagler! 


The Flagler Heavy Duty “22”, shown, is typical—in a class by itself. 
Hardened rolls are detachable and interchangeable. All rolls powered. 
No adjustment necessary to run lighter material than 22 gauge. Send 
for Catalog 158. 


Send for catalog 158 













A The Russians may have been 
first with the Sputnik, but 
} Flagler was first with o quolity 


Pittsburgh machine. 


19327 FILER AVE. Phone: Twinbrook 3-3161 DETROIT 34, MICH. 


Distributed in Canada by McDermid Bros. Ltd., Toronto. 








NEW PROFITS—NEW CUSTOMERS WITH 


- Rees) KLEEN AIR ONE MAN 


appanns ALASKA 


~ $987 m POWER VACUUM FURNACE CLEANER! 


Cash in NOW on this new method in furnace and 
boiler cleaning. ONE MAN can clean 40 homes before 
emptying the big Kleen Air dust box. No job is too 
small for profits with this natural CUSTOMER BUILDER. 


No job is too large — ONE MAN cleans the largest 
boiler, breeching and stacks. Industrial cleaning now 





TRUCK MOUNTED is profitable. 
POWER VACUUM . 
CLEANER Kleen Air cleans in RAIN or shine, all year around. 





Designed to work in crowded, congested areas, Kleen 
Air equipment requires only one parking area. End 
SEES 2 hose deterioration; the Kleen Air hose rack is com- 
< den pletely enclosed — 200 foot capacity. 


KLEEN AIR MANUFACTURING CORP. 
JANESVILLE, WIS. 


Kien Ad PATENT PENDING REG. TRADEMARK 

GOOD NEWS TO TRAILER MOUNTED 5 see eee eee wy 

BIG BAG OPERATORS! POWER VACUUM CLEANER i Please send literature on 
i 


Replace your troublesome bag with the One ton soot capacity. May be used as Power eee 
Kleen Air Disposal Box which holds one trailer, or mounted on any % ton truck 























ton of soot. ONE MAN does more jobs Versatile, compact. To find out more about © NAME ; ! 
with Kleen Air, than two with the big bag. Kleen Air products, send the attached g Firm 1 
coupon — today! g Aaoness i 





city STATE 


FINANCING AVAILABLE i KLEEN AIR MFG. CORP. BOX 302A JANESVILLE, WIS. ‘ 
INVESTIGATE NOW—RETURN COUPON TODAY— teannnacan ane a eee eee | 
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we hear that 


‘ was presented by Harry C. Gurney, Janitrol sales man 





ager, Similar plaque s were awarded dealer-contractors 
attending the recent two day sales meeting held in 
Columbus. O 


> THe year 1958 marks the 100th anniversary of 
Johns-Manville. The centennial year, for which the 
company has selected a general theme of “A Century 
of Service to Home and Industry.” will see eight new 
manufacturing plants in production, The new facilities 
ire part of an expansion, modernization, cost redu 
tion and work improvement program in which the 
company has invested more than $230,000,000 
Founded in 1858 by H. W. Johns. the firm was 
merged with the Manville Covering Co. of Milwaukee 
in 1901 to form the Johns-Manville organization. T. | 


Manville, Sr. became president the following year and 

HANGING THEIR AWARD in a promi headed 

nent place in the Mid-West Heating and 
rvice Co office ar of Yonald _ os 

service s office are Cl t ) Donald S $300,000,000 and its yearly payroll is in excess of 

Mc¢ loskey and I I Carr = 

§$115.000.000 





the combined companies for 24 years. The 


firm's annual sales total is today approximately 


> Mip-West HeatTinc aNd Service Co. Ine 


Indianapolis, was awarded a “Select Dealer” plaque > Tue ArMstrRoNG Furnace Co., Div. of National 
by the Janitrol Heating and Air Conditioning Div.. Union Electric Corp., built its recent annual sales 
Surface Combustion Corp. in recognition of “Leader meeting around the theme “ °58, the Year to Create.” 
ship in keeping with the highest sales and manage New products, promotional plans and selling tech 
ment standards.” The 1) 13 in. bronze plaque. niques were discussed by Ed Clifford, Herb Hays, Jack 
signed by Robin T. Bell. vie president, Janitrol Div.. Swinehart. Len Berghash. Monty Montgomery and 


: 






Profits for YOU 


MALAMAZOO ‘oi 


WARM AIR CONDITIONERS. > 
c¢4l Models in All-Gas, Oil, Coal 


“Profits galore with the best buy, by far!" So 
says King Octagon. 41 models to choose from 
and all featuring the famous Octagon Radia- 
tor. Excellent territories available. Get the 
profit-packed story today... 


Se emy00 
























} 


Phone ... Wire... Write 


| 4 Since 1901 The finest in heating equipment 
KALLE FURNACE & APPLIANCE MFG. CO. 
y | 100 ROCHESTER ST. | KALAMAZOO, MICHIGAN 
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DO ALL These Jobs 


with ONE TOOL 


3 
Te 180° UNIVERSAL BRAKE 





Smith's 180° | ersal Brak« the answer to the need for 
one low cost tk that can handle a wide variety of bending 
and forming bs with speed ia iracy Designed to 
permit selective bending of portior of a workpiece without 
restrictior the Universal Brake application and use is 
literally unlimited It w handle 18 gauge mild steel 26’ 
wide to 7 gauge 14%” wide, at any angle, up to 180° in one 


operation. It has adjustable angle stops and back gauges to 
assure precise duplicatior f work pieces, making it a very 
valuable production tool. Write for illustrated circular and 
more details U.S. Patent No. 2,651,349 


Re EB. SHOE TEE walccoan nino: 
s WAUKEGAN ILLINOIS 





























SEND FOR Standardized 
New | DUCTS and FITTINGS 


CATALOG MONCRIEF offers a complete line of 


Prefa ated pipe and fittings for any 

tvpe of Heating or Cooling system. Al 
i yw mass produc 

an F t ment from ~ 

Factory makes MON( RIEF the South's 

most dependable source of supply on 


Duct Work, Registers, Grilles and Dif 
fuse ive time and money by orde 


1 vour obber PODAY 

















74 
Vonctled FURNACE COMPANY 





P. 0. BOX 1673 ATLANTA, GEORGIA 
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WHITNEY TOOLS | 


TINNERS HAMMERS 








Riveting Hammers — Polished T-12 Black B-12 Weight 
head 12 oz. Setting Hammers — Polished T-18 Black B-18 
Weight head 18 oz. One piece head, handle. Leather grip. 


NO. 2 PUNCH 





Capacity 5/16” hole thru 14%" iron. Length 23”. Weight 
14 Ibs. Depth of throat 1-11/16". Punches and dies from 
3/32” to Y2” by 1/64”. 
Write for catalog and see 

your local jobber. 





HITNEY MFG. CO. 


636 RACE ST ROCKFORDILL 








BLACK-TITE 
Caulking 
Compound 


Tough, asphalt- 


ASBESTOS base for extra 
FURNACE CEMENT protection. Won't 


sag or crack. In 
Won't shrink, crack or cartridges or bulk 
check. Sold in black or for gun applica- 


light gray. One Ib. cans up tion 


to 350 Ib. drums. 


Fine products by 
CAULKING DICKS 


COMPOUND 


Sticks tight— 
stays elastic for 
an air-tight, wa- 


ARMSTRONG 
PONTIUS, Inc. 


General Offices: 
ter-tight seal. DAYTON, OHIO 
Sold in cartridges 


and bulk. (formerly The Dicks-Pontius Co. 
and The Armstrong Co.) 


Call your Jobber or write us 








Now = 
Fostor 


‘TEN FOOTER”’ 


SNAP-LOCK PIPE 


Now available in Champion’s com- 
plete line is the new “Ten Footer” 

. open snap-lock pipe shipped 
nested in sturdy cartons for fast, 
simple, and accurate installation. 
Light gauges, 4”, 5”, 6”, 7” and 8’ 
—same as popular “Five Footer’ 
“Two Footers” also available, 24-26- 
28-30 ga., 3” thru 12”. 





MACHINE FABRICATED 
FITTINGS SAVE LABOR... 
SAVE TIME 

















Champion No. 583 Champion No. 610 
TOP TAKE-OFF ANGLE REGISTER BOOT 


AVAILABLE THROUGH 
LEADING JOBBERS 


pases 


CHAMPION 


CHAMPION FURNACE PIPE COMPANY 


211 Eaton Street Peoria, Illinois 


188 





we hear that 





others. The need of a “Standards” program in the 
heating and cooling industry was covered by Lew 
Burton. He urged that all Armstrong dealer-contractors 
become very “Standards” minded. “It'll increase 


business.” he said. 


>» W. F. Kiockav, president, and O. K. Gipple, ex 
ecutive vice president and treasurer of the Nu-Way 
Corp., have sold their controlling interest in the com 
pany. New executives of the company are J. E. Rettke 
president; John W. Olson, vice president and sales 
manager; and Russell E. Parmenter, secretary-treas 


urer. 


> AT THE RECENT ANNUAL MEETING of the Majestic 
Co., Inc., Don Winegardner, sales manager of the 
Heating & Air Conditioning Div., was elected to the 
board of directors and named a vice president of the 


( ompany 


> Ravpu A. Gonzacez, director of technical services 
for the Airtemp Div., Chrysler Corp., was recently 
awarded a “certificate of appret iation” by the Federal 
Housing Administration. Signed by Norman P. Mason, 
FHA Commissioner, the certificate reads, in part: 

during 1957 you helped in the development of 
housing programs to improve living conditions in the 
United States. Your public service was a real civic 


contribution.” 


> Iron Fireman Mre. Co. has acquired the Timken 
Silent Automatic Div. of Scaife Co. Headquarters of 


the Timken division will be moved to ( leveland 


>» McQuay, Inc. is conducting a series of 12 two-day 
regional product training sessions for its representa 
tives. The first school, held in Grenada, Miss., drew 
representatives from Little Rock, Memphis, Nashville, 
Birmingham, Jackson, New Orleans and Atlanta 
Willard B. Buck, manager of field sales, and Alvin R. 
Flynn, sales manager of heating and air conditioning 


units. conducted the sessions. 


> MiINNEAPOLIS-HONEYWELL REGULATOR Co. recently 
introduced a new line of electrostatic air filters. The 
company has also begun manufacture of activated 
charcoal filters for installation in air conditioning fan 


systems to remove odors from the air. 


> THE BOARD OF bDiIRECTORS of Inland Steel Co. has 
approved an unemployment benefit plan for 3000 of 
its non-supervisory salaried employees. The plan pro- 
vides unemployment benefits of up to 65 percent of an 
eligible employee's after-tax weekly take-home pay for 


as long as 52 weeks. 
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» Bond Insulation 
CX PERMANENTLY with 


ST. CLAIR 


Specially Formulated 
Insulation Adhesives 


ST. CLAIR Insulation Adhesives pro- 
vide excellent coverage, high hect 
resistance and easier handling of in- 
sulation which con be bonded im- 
mediately or up to 45 minutes after 
opplying odhesive. 

These insulation adhesives afford 
fine results for bonding insulation to 
ducts. They supersede pins and clips, 
wires, screws, and caps, because 
they sove on installation cost while 
providing o better, necter ond more 
permanent bond. 

ST. CLAIR also produces clear and 
white adhesives for bonding lop 
seoms on pipe insulation— also other 
adhesives for applying foil and viny! 
facings to gloss fibre 


Send for 


Free 


Sample & 





Automatic Oil Burners 


ELECTRONICALLY 
CONTROLLED 


¢ Electronic 
Combustion Safe 
Guard Controls 

3 to 30 G.P.H. 
capacities 

Fully mounted & wired 
Less controls. ..more 
protection 

greater flexibility 
Safe start—no puffs— 
no flare back—no 
unburned oil 
Successful record of 
installations 


The speed and sensitivity of electronics makes possible 
immediate recycling along with fast and positive 
response. The Radiant Electronically Controlled oil 
burners are designed to meet the safety and protection 
required for industrial and commercial use. 








Catalog Wri 


ST. CLAIR RUBBER CO. is 
440 E. JEFFERSON AVE. - DETROIT 28, MICHIGAN 


te fcr complete rature on all R rdiant products. 


RADIANT UTILITIES CORP. 
8817 18th Ave., Brooklyn 14, N. Y: 














GOOD JOBS NEED GOOD TOOLS 


For Longer-Lasting, Cooler-Handling use the 
“FITRITE’’ SPECIAL ALUMINUM MOP HANDLE. 


THE GREATEST PUNCH 
WE EVER MADE... 








Ss (= =7) 


- 
+ 


= 


an & 





Light weight, unbreakable, economical. Will not burn. It's job- 
tested, engineer approved, and offers many exclusive features 
that make it the most popular Roofers’ Mop Handle made. 
Offered in 6’, 7’, and 8’ lengths. 


A MECHANIC’S THIRD HAND 
“FITRITE" ati ts cum ae 
3-WAY ; metal men. Use 1 
ie CAPACITY CLAMP “g) Mending forming 

2 ening. 
WHITNEY- V4" thru 16 ga. Throat 3%" deep 


Jaws 3/2" x %" Price $3.55 
JENSEN ““FITRITE’’ SAFETY HOISTING HOOK 
No. 5 JR. © 


HAND bape apes cen = A_new hoisting 
PUNCH 





IN USE ALL OVER 
THE WORLD . 








and drops into posi- Ny hook for so 
tion automatically safely hoisting 
keeping any item buckets and 
safely locked in other materials. 
while hoisting. 


IN METAL 
BOX WITH 7 PUNCHES 


Write for BIG NEW CATALOG AND DIES 


WHITNEY METAL TOOL CO. 


702 Ferbes St., Reckferd, Itilineis, Since 1910 


For |" rope or cable. J Price $2.50 


To protect the trade, please use your printed stationery 











‘—— BNW hae ae 
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Mr. Heating Contractor 


STOR-HEAT 


UNITS 


PROFITABLE ALL-SEASON 
FURNACE ITEM! 


i Most every homeowner with a gas 
or oil fired, forced warm air furnace 
is @ prospect 


& Sell comfort and proven fuel savings 
— (Field tests, throughout the coun- 
try, in homes of varying styles and 
sizes, show actual saving of fuel up 
to 30%.) 

& STOR-HEAT Units now publicized in 


many leading magazines and news- 
(Cutaway of papers 


Typical Mounting) L Quick delivery! 


STOR-HEAT Units are heavy steel containers (gal- 
vanized coated) filled with high heat retaining ma- 
terial (sand) at time of installation. When furnace 
goes on, Units absorb the intense heat . . . then 
continue to warm the air coming from blower long 
after furnace shuts off. DO NOT BLOCK THE 
FLOW OF WARM AIR INTO THE DUCT-WORK 
. . . NO CONTROLS OR WIRES . . . EASY 
INSTALLATION! 

WRITE FOR COMPLETE DETAILS TODAY! 


A. M. HEXDALL CO., MORRIS, ILLINOIS 
Inventors and manufacturers of STOR-HEAT Units. 


STOR-HEAT UNITS 








for 
practically 
every 


Mae ven 





PANEL FILTERS HP AFTER-FILTER 


Permanent ¢ High efficiency 
High Velocity at low initial 
1”, 2” and 4” & maintenance 


ROLL-KLEEN 


Low cost Automatic 


permanent ryt 
typ 
filter dry type 


iy’ and 1% filter. 
thicknesses 


F/S FILTER 


GREASE ELIMINATOR SELF-WASHER 
For kitchen Completely 
se hoods automatic 
* grease hood filter 
a One and Minimum 
———« two-sided : maintenance 


D/C FILTER MICROLOC 


Economical, Super 
permanent efficient 
filter with 
replaceable filter 
media. 











Write for complete information to 
P. 0. Box 45187, Airport Station, Los Angeles 45, California 
FARE == 
| The Cipte Engucenag Co Pty Lid 
LOS ANGELES  Catrene Les 
WASHINGTON OC Ormungnom tagiend 


Originators of a WR- MEM Certified Filter Service 





wholesaler doings... 





> THe Harry Avrer Co., national air conditioning 
parts and supply distributor with branches in New 
York, Atlanta and Dallas, announces the following 
promotions of officers: Harry Alter, formerly president. 
is now chairman of the board; Irving Alter, pre- 
viously secretary-treasurer, is now president. New sec 
retary is N. K. Hurwitz. James Alter is the new execu 
tive vice president, Chicago Div., and Warren Kahn is 
the new executive vice president, New York Div. New 
vice presidents are Martin Kent, also general manager, 
New York; Murray Adinoff, also sales manager, New 
York; Joseph Novotny, advertising manager; and 


Filmore Weinstein. merchandising manager. 


>» Cook & Nicnor, Memphis, Tenn., distributor for 
General Electric Co.’s Air Conditioning Div., reports 
enthusiastic acceptance by its dealers of the division's 
“Sales College” training program. The program com 
prises four sound-slide films and accompanying ma 
terial. One useful application, according to Earl Non 
ling. manager, sales training for the Air Conditioning 
Div., is for dealers who are members of local service 
clubs or executive clubs to offer to put on Film No. 1 

Basic Principles of Successful Selling—at a lunch 
eon meeting. “Good community relations and free pub 


licity.” he savs. 


> Generat Equipment Saves, Inc., 605 Mills Bld; 
EI Paso. Texas will handle distribution of Dravo oil 


ind gas fired heating equipment in six Texas and 12 


New Mexico counties 


> Apparatus Distrisutors, Inc. has been appointed 
a distributor of General Electric home heating and 
cooling products in the New York metropolitan area. 
Long Island and Westcheste1 


> A NEW HEATING DISTRIBUTOR serving the northern 
Michigan area for, F. Mever & Bro. Co. is Northern 
Warm Air Heating Supply Co.. 628 Fern St.. Traverse 
City. Mich. The firm. headed by Doug Scott and Bob 
Kays. carries in stock a complete line of furnaces. 


furnace pipe and fittings. registers. sheets. et 


> Scarena York Co., exclusive northern California 
distributors for York air conditioning equipment. has 
moved into new offices located at 225 Industrial St.. 
San Francisco. The new building houses warehouse 


and display room space as well as office facilities. 


> THe Douscte I Suppry Co.. Shawnee and Adams 
St., Kansas City, Kans. will cover the Kansas City 
trading area for The Cleveland Heater Co.. handling 
distribution of “Rex” water heaters. Edward and 


Gerald R. Ismert own and operate the Double I firm. 
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"KIRK. Blum - Btimes AS MUCH 


THE BLOW PIPE Lill: HOT WATER 
SUPPLY HOUSE *% \2 WITH 


(Wer auromal( —— 


ONE-PIECE BLOW PIPE ELBOWS nln 
BALL JOINTS e HOODS 

FLOOR SWEEPS e FLEXIBLE TUBING ' a! 

CUT OFFS e ANGLE RINGS 8 FOR wit 
CYCLONE COLLECTORS & SUPPORTS wat YEAR AROUND 


‘ 


' | HOT 
From one source you can a 
get all types of blow pipe | WATER 


parts and components . 
made in production quan- 
tities by Kirk & Blum. 


CHOICE OF 
GALVANIZED 
COPPER or 


GLASSLINED 


Depend on K & B manu- 
facturing experience for 
superior blow pipe parts at 
2 ’ Re 
less cost than hand made 2200 <r expan caren WOT WATE 
parts. “ces 2 caggp cnouen 10 © 


Write for new Bulletin No. 1356 


Seem QUIET AUTOMATIC BURNER CORP. 


33-35 BLOOMFIELD AVE. NEWARK 4, N. J 


ALU MINU nw heavy duty YEATS dollys 


handles BIG, cumbersome units 


TU RBI b E VE NTILATORS (unt yutgly easy! you ROLL - instead of lift it! 
a . 


Ends backbreaking work handling 
big heating plants, air conditioners, 
weter heoters, etc. 


SAVES time doing it! 


Now!—with this big, new dolly 
ONE MAN con do the work of 
two or three, with even less 
effort. Specially designed for 
handling big, cumbersome equip 
ment, this new Yeats dolly has 
such added feotures as two 
straps ond ratchets, and two 
sets of wheels for rolling in- 
stead of lifting the lood. Like 
oll YEATS dollies, this big new 
model is so well balanced that 
ONE mon con easily raise or 
lower o heavy unit. Its tough 
featherlight oluminum alloy 
frome is completely padded in 
front . . . has smooth run- 
. j ners in back for easy on-off 
LESLIE... truck handling , 
FIRST to offer Aluminum Turbine Ventilators at the same * 
ae price as galvanized steel units. Rubber cushioned rotor F wheels for horizontal rolling 
Ne suspension for quiet, vibration-free operation. Low head ar iggy Spreesatnsecigerny ecco per amg tae tne 
lif inertia and lifetime lubricated deep groove ball bearings pene ae nse Roget tele Bethe wapraes 
| assure positive exhaust under all conditions. All- 90 ‘ 
i 
} 
| 
Hf 


aluminum—no maintenance. Also available in galva- 
nized steel at same price. 


° 
Mor type. STE 
Endioss belt, coteresDor WET” the 


GIDE permins howd 
\ oo oe 
LESLIE... LEADERS IN VENTILATION SINCE 1939 : oe 

| ; Write for Catalogs _ YEATS “Seerlast” Covers 


SEND postcord for full available in all 


aS ; - information on ovr complete line TODAY! shapes & sizes 


L ae 
“Ag LESLIE WELDING CO., INC. sales company 
2933 WEST CARROLL AVE., CHICAGO 12, ILL 2125 N. 12th St. MILWAUKEE 5, WISCONSIN 


AMAMAAAAA 
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Low-Cost, Trouble-Free 
@, HEALTH-AIRE FURNACES 
Full Line of Gas or Oil-Fired Warm Air Units 
Jirewel 


10 year Warranty with Heat Ex- 
changer—"“Heart of the Furnace” 
COUNTER-FLO 


UNITS _ Nationally known and approved 


controls 


Fully insulated for minimum fuel 
consumption 


“Whisper-Quiet” blower for abun- 
dant air circulation 


Burner and controls mounted and 
fully wired 


BLOWER- Complete Package — ready for in- 
FILTER stallation 
UNITS 
Firewel's liberal PROFIT-MAKER 
PLAN means satisfaction for custom- 
ers, profits for Dealers. Modern pro- 
duction line methods and engineering 
know-how enables you to buy for less 
and sell competitively. Write for de- 


tails, choice territories available. 





FINGER-TIP SELLING DATA AVAILABLE 
To help promote sales, Firewel has 
created colorful catalog literature, 
envelope stuffers, newspaper ads and 
decals. Sample Kit on request. 


The Firewel Company, Inc. 3689 Broadway, Buffalo 25, N. Y. 





/ give Expert Service 
and | use... 





hy The Instant - Glo 
. CUSTOM-BUILT INSULATING BRICK 


», COMBUSTION CHAMBER 


STANDARD ROUND TYPE 
for Boilers 
™ and Cast Iron Furnaces 
Sizes up to 2.0 GPH 


ROUND “A"’ TYPE 


Specially Designed for “NARROWBOY"’ 
Steel Furnaces for Narrow Boilers 
(Can be used on any job where d F 
round chamber is desirable.) F an urnaces 
Sizes up to 1.75 GPH Sizes up to 5.0 GPH 


“My Customers appreciate the DIFFERENCE!” 
For details, write to: 
BOSTON MACHINE Oil Heating Supplies Div 


7-17 WILLOW STREET 


WoORKS COMPANY. tYnn. MASSACHUSETTS 








merchandising ideas 





> As part of its 1958 promotional program, Lennox 
Industries Inc. is planning a campaign designed to 
educate and inform women about heating and air con- 
ditioning. This women’s program will be aimed at the 
women’s pages of daily newspapers, the Sunday sup 
plements, national consumer magazines and homemak 
ing programs on radio and television. 

The company is introducing “Landmark” heating. 
cooling and year ‘round units in a series of ads appear 
ing in national business magazines, and consumer and 
builder publications. To help dealer-contractors take 
advantage of national promotion, the firm has pre- 
pared a 32 page booklet outlining free local tie-in aid 
in publicity, merchandising and advertising efforts. 

The “Lennox Living” direct mail campaign includes 
seven broadside mailers three on air conditioning. 
one specifically on “Landmark” units, one on furnace 


cleaning and two on heating. 


> Leo HuNGERFORD, national director of sales for 
“Gaffers & Sattler” products for Utility Appliance 
Corp., assisted in the preparation of an article for the 
Los Angeles Examiner's Sunday supplement, “Pictorial 
Living.” The article. dealing with future indoor 
climate control, featured a “Gaffers & Sattler” sketch 
of an air conditioned home with “walls that breathe” 


and other innovations 


> THe Humuipirier Association has prepared a sales 
promotion kit designed to help dealer-contractors real 
ize the profit potential of humidifier sales. In the kit 
is an illustrated folder which explains the market pos 
sibilities of humidifiers and outlines sales points that 
have proven most effective. Other items in the kit are 
two sizes of newspaper advertising mats and instru 


tions on how to make a mailing. 


> THatTcHeER Furnace Co. plans to extend its “Old 
est Furnace” contest throughout this year. The contest 
consists of a series of local contests conducted cooper 
atively by Thatcher and its dealer-contractors. In each 
area where the contest is run, a new furnace is the 
prize that goes to the owner of the oldest heating plant 
in town. Materials for conducting the contest, entry 
blanks, ads, publicity, etc.. are supplied by Thatcher. 


To date over 20 contests have been conducted. 


> THe Mayestic Co., INc., has prepared a consumer 
mailing piece for distribution to prospects by its deal- 
er-contractor organization. The mailers may be person 
alized with shop pictures or other photographs, in- 
dividual copy (125-150 words), and company name. 
They are designed to tie in with the road signs now 
being used to promote heating and cooling equipment 
and identify Majestic dealer-contractors in various 
parts of the country. 
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appointments... 





> Wittiam T. GoLpsmitH as sales manager of resi- 
dential air conditioning and heating for York Corp., 
subsidiary of Borg-Warner Corp. Mr. Goldsmith was 
formerly with the Ingersoll division of Borg-Warner 
where he served as sales manager. Before that he 
occupied similar ar with Delta Heating Corp. 
and the General Ele: Co. Christian J. Schurman 
has been named manager of the Pacific district. He 
will have headqu irters at the firm’s Los Angeles office. 
Other new district managers are: Charles P. Strick 
land, Jr.. southwest: Theodore Y. Davis, middle At- 
lantic; Fred C. Wood. central; Winston W. Salmond. 


southern: and E. John Berlet. Jr.. north Atlantic 


William T. Goldsmith John H. Eiseman 


> Jonn H. EiseMan as consultant to the Metalbestos 
Div., William Wallace Co. Prior to his present appoint 
ment, Mr. Eiseman served for 37 years with the Na 
tional Bureau of Standards, Washington, D. C. He 
was recipient of the gas industry's 1957 “Distinguished 
Service Award.” Charles Q. Giffin has been appointed 
southern California district manager. He succeeds Rob 
ert A. McHugh, now sales manager of the company’s 


Standard Lines Div 


> Wittiam ©. Brown as general manager of sales 
for the Crane Co. Mr. Brown will have headquarters 
at the company’s-Chieago generak office. He-was pre- 
viously manager of the West Coast sales district. with 
headquart rs at Los Angeles 


> Gorpon F. THRUELSEN as general sales manager 
of the Farr Co. Before his recent promotion Mr. 
Thruelsen was general manager of Dust Control. Inc.. 


a Farr Co. subsidiary 


> H. James WeiLts as a district sales representative 
for the Rybolt Heater Co. Mr. Weills’ territory will 
include Indiana, Illinois. Kentucky and Michigan. 


> Frank LuksHa as southeast district service man- 
ager for the Fedders-Quigan Corp. He will be respon- 
sible for a territory including North and South Caro- 
lina, Georgia, Alabama, Florida and part of Tennes 
see. Mr. Luksha succeeds Sil Thompson. who was re 


cently named field service manager. 
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BEVERLY SHEARS SAVE 
TIME - LABOR: MATERIAL 


Make any cut— 
curved, straight or ir- 
regular, faster, easie: 
and better with less 
material waste on a 
Beverly Throatless 


Shear. You can turn , wl with 
oring 


work to any position Hold Down 


and make a clean cut 
as you go. Handles 
heavy gauges with 
ease — lighter metals 
without distortion. 4 
models—capacities 18 
gauge to 4, mild 


INSIDE SLOTTER 
8” Reath—16 ge. capacity 


> s in 
ter 


2 nc 
x lot t ne 

troke hroat sign r 

mits pivoting work at ar 
- i ™S . po tin stro > for spe ial 
/ _———— nside its. Note sample 
f See your Beverly Dealer or 
write for illustrated catalog 


Geuerly SHEAR MFG. CO. 


3020 W. 111TH STREET + CHICAGO 43, ILLINOIS 


TREE! Easy-te-Read 


VNOSE Chart With 
HANDY PIPE 
ear ogNovd, 


Lt Will SaveYou 
™ oney aut Gs 


UU ice for Thaw 
lit bal op hear. ithe 
G. Maper@ Tero 


a 





THE NEW BaR-BROOK 


BUT-N-HOLD 


FASTENING MACHINE 


... @ money maker 
for any 
sheet metal shop! 


Look what if will do for you! 
MAKE VANE RUNNERS 


. for less than 4c a foot! 


MAKE LOUVERS 


. factory-smooth in ‘ the time! 


MAKE OTHER PRODUCTS 


. ventilating hoods, structural mem- 
bers, etc. 


MAKE 
COMPETITIVE JOBS 
PROFITABLE 


n.and 


Write for Catalog and Details 


BAR-BROOK MFG. CO., INC. 


Box 6638-D Shreveport, Louisiana 


AN OPPORTUNITY FOR JOBBERS 
WRITE US! 


cK 


astenin 





FLORET 


FORCED AIR HEATING 
BALANCER 


The modern way of adjust- 
ing residential installations 
for maximum comfort. Use 
it to: 
Equalize air flow from 
all registers for initial 
balancing adjustment. 
Set blower speed for 
comfort air circulation. 
Adjust duct dampers 
for temperature balance 
in all rooms. 
Check that all register 
velocities are within 


| comfort range. 
$995 


DEALER'S NET 


BACHARACH INDUSTRIAL INSTRUMENT CO. 
200 N. BRADDOCK AVE. © PITTSBURGH 8, PA. 


KRUSH serails on FLORET Register Air Balancer to 


NAME _ 


COMPANY 
STREET ADDRESS 
CITY & STATE___ 


appointments 





/ 


Alvin R. Flynn Willard B. Buck 


Y Arvin R. FLYNN as sales manager of heating ind 
air conditioning units for McQuay Inc. Willard B 


Buck has been named manager of field sales 


> A. W. Beck as vice president of marketing fo1 
Robertshaw-Fulton Controls Co., a newly created posi 
tion. Mr. Beck was previously sales manager of the 
company's Grayson Controls Div., in which capacity 


he is being succeeded by H. F. Jacobsmeyer 


> Stuart B. Leicu as sales manager of the Thatcher 
Furnace Co., succeeding Malcolm C. Beard who, after 
16 vears of service, is retiring from the firm. Mr. Leigh 


joined Thatcher in 1947, has served as Pennsylvania 








“CORRECT PRACTICE 
in OIL HEATING’ 


NOW AVAILABLE TO YOU! 


A complete reprint of the valuable series 


by J. J. Mirabile 


This practical series covers every angle of oil burner work, 
including arrangement of shop . stocking of parts 
record-keeping . installation procedures . . . the han 
dling of crews how to make heating surveys how 
to size combustion chamber . . . how to install thermostat 
how to start the burner how to use testing instru 
ments . and how to operate a service department. It 
contains, as well, a complete list of causes and cures of oil 
burner troubles that will serve as a reliable guide in mak 


ing service calls 


Every shop handling oil burner jobs should own this book 
Full size, 81/2 by 11 inches 57 pages of practical helps 


Send $1.00 for a copy to the address below 


KEENEY PUBLISHING COMPANY 


6 No. Michigan Avenue Chicago 2, Ill. 





AMERICAN ARTISAN. Marcu 195! 












































Look Better — Last Longer 
Superior workmanship and finish in heavy- 
gauge metal assures installations of lasting 
beauty. Most designs stamped in any thickness. 
up to one-fourth inch. from any metal. Catalog 
No. 36 illustrates all designs and gives complete 
working data. Free on request 


Diamond Manufacturing Co. 
Box 34 Wyoming, Pa. 


West Coast Plant, Diamond Perforated Metals Co. 
17915 So. Figverce St., Gardena, Calif. 


_—— —_ 
oe 


7” ‘IMPROVED Bi, 

/ 5 WAYS FOR MORE 

PROFITABLE 
SALES es 


a 


~ 


\e 


Series 577 _ 


Wa porite *? 


14 models and sizes installs in 30 minutes 
. . fits any straight or sloping bonnet furnace. 





AUTOMATIC 
HUMIDIFIERS 


@ Stronger mounted front-end thermostat ©@ New positive 
control @ Completely adjustable drip valve @ Non-breakable 
evaporator plotes @ Stainless steel pon 


AUTOMATIC HUMIDIFIER CO. e Cedar Falls, lowa 





N 


\ 
} 





SAMPLES FREE 
SODER STAINLESS 
STEEL RAPIDLY 








25 
Ws: - 
FLUXES nl y) 
SODERING 
BRAZING & WELDING [ 
L.B. ALLEN CO.INC. 


9302 Berenice, Schiller 


SF osicore 31, ill. 


Pork, tt. 











MANUFACTURERS OF 


FURNACE PIPE 
AND FITTINGS, 


Prefabricated Ducts, 

also conductor pipe, eaves 
trough, drip edge, rake strip, etc. 
THOR METAL’ PRODUCTS CO., 


Box 218 Eastwood Station 


INC. 
Syracuse, N. Y. 


Quick Delivery == 
to South & West 4 


AIR COOLED 
CONDENSERS 


Stock Sizes 
3, 5, & 7.5 Ton 
Magic Aire Division 
UNITED ELECTRIC CO. 
P.O. Box 119 Wichita Falls, Texas 








ORNAMENTS 


STAMPINGS & SPINNINGS 
Zinc Ornaments Available From Stock. Copper, 
brass, bronze, aluminum and stainless steel ornaments 
made up promptly. 

If you don’t bave catalog K. send for it NOW. 


MILLER & DOING 


89 ADAMS STREET BROOKLYN, N. Y. 











Start Using American Artisan’s 


Modernization Guide 
> See Pages 57 to 112 in this issue 





Get the Continuing Series 
by a personal subscription! 
’ Use Order Form on Page 146! 
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E tgentiating 
ecialélil 


A SUPERIOR 
AUTOMATIC SHUTTER 


The most substontially built shutter 
on the et. The only shutter 
with an angle-iron frame. Noted for 
its durability and long life. Used 
by leading fan and blower monv- 
facturers and by wae ond 

dit Write 


“ry 
mh 


| 
| 
| 


i 


| 
Ti 


i 
lz 


7 
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“ELGO" TYPE 
AUTOMATIC SHUTTER 
Front View (Open) 








Dept. 4, 2738 W. Warren, Detroit 8, Mich 


£ 
i asmes 


ELGO SHUTTER & MANUFACTURING CO. 





Cut Costs -... 


~ Reduce Risks — 
BUY ARMSTRONG 


through an Armstrong wholesaler 


YOU SAVE MONEY when you handle Armstrong's full line of 
heating and air nditioning equipment because Armstrong 
distributes through wholesaler. He divides the cost of 

ng and storing a big inventory among many 


ich lowers your operating costs reduces your 


buying, handli 


custor ers vt ' 
risks of doing business 


YOU OPERATE AT LOWER COST because you don't have to tie 
up your cash in inventory investment. You don't have to pay 
high interest rates to finance a big inventory or pay inventory 


taxes. And you don’t have to rent or buy warehouse space 


to store a big inventon 


YOU TAKE FEWER BUSINESS RISKS because you don't have 


guess what models and sizes you'll need for future business 


You don't have to risk overbuying in order to get a gooc 
price. And y jon't have to risk being stuck with mode 


| 
and sizes that deco oD ete Or ist dont sel 


YOU GET THE RIGHT MODEL the right BT 


and every job, too, bet your Armstrong wl 


aid, good Dusines ad 
CALL YOUR ARMSTRONG WHOLESALER TODAY for « plete 


' 


tails on the f ine ng Armstrong heating and 
idll 12) 


mn 


ARMSTRONG FURNACE COMPANY MEGAAARDLL 


COLUMBUS 8. OHIO —— 
OIVISION OF NATIONAL UNION ELEgTR Cc CORPORATION 


BULLETIN 


tells how 


ANEMOTHERM | 
Air Meter 


saves in balancing air conditioning, 
heating and ventilating systems 


The Model 60 Anemotherm Air Meter, developed 
by the Anemostat Corporation of America, gives 
you — in one convenient instrument — a simple, 
rapid method of balancing and checking any air 
system. It puts at your fingertips, by means of 
color-coded pushbuttons, air velocity, air tem- 
perature and static pressure. e The Anemotherm 
Air Meter pays for itself through time saved on 
only one major job. Write for Bulletin 55 giv- 
ing all the facts. 


ANEMOSTAT CORPORATION OF AMERICA 
10 EAST 39th STREET, NEW YORK 16, N. Y 


appointments 


(Continued ) 





territory sales engineer, New England district manage 
and most recently as manager of air conditioning prod. 


uct sales. 


> JouNn H. KaurrMan as a district salesman for Re 
search Products Corp. He will cover a territory includ- 
ing Virginia. Maryland and Washington. D. ¢ 


> Jonny E. Craig as manager. packaged air condition 


ing sales. for National-U.S. Radiator Corp 


John E. Craig Karl Koons 


> Kart Koons as a sales representative for the Jack 
son & Church Div. of York-Shipley, Inc. Mr. Koons 
will be responsible for sales in Ohio, West Virginia. 
part of New York and part of Pennsylvania. He was 
formerly with Rybolt Heater Co 


> Ropert K. Eskew, formerly general sales manager 
of the air conditioning division of Servel. Inc.. as 
president of York-Houston Sales, Inc.. Houston, Tex 
Mr. Eskew was associated with Servel for 18 years. 


starting as a tester in the engineering department 


> Wittiam L. Wricut, Jr. as assistant general sales 
manager of Roberts-Gordon Appliance Corp. Mr 


Wright has been sales engineer since 1956. 


> Darryt Gites as national marketing manager. 
“Gaffers & Sattler” water heaters, for Utility Appli- 
ance Corp. Charles F. Cushing has been appointed 
national marketing manager, “Gaffers & Sattler” 


heating and air conditioning products 


> CHartes Locknart as central Texas factory repre 
sentative for the Tuck-Aire Furnace Co. Mr. Lock- 
hart was previously with the Lone Star Gas Co.. a 
distributor of Tuck-Aire furnaces and air conditioners 


He has also served as southern regional sales manager 


for Bryant Mfg. Co. 


> W. C. Ewerr as room air conditioner sales repre- 
sentative, southeast zone, for the Airtemp Div.. 
Chrysler Corp. Mr. Ewert was formerly merchandising 
manager for Central Air Conditioning & Heating, Inc. 
Nashville, Tenn. 
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Classified Advertising ... move your product's 
ates for classified advertising are 


12 cents for each word, including e 

beading and address. One inch $6.00. aff greater volume through 
Count nine words for keyed ad 

dress. Minimum $2.00. Closing date 


ca es @ e e 
204b of month preceding publication. consistent advertising in this 











i SITUATION OPEN 
e * 
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HEATING & SHEET METAL by ther Notcher hcg —e 
’ dusts ty the market. Two sizes for 
pletely equipped for st tal w circles up to 36” and 48”. 

nt New Removable steel points, or 


pencil, No center punch. 
Clip Punch 


For fastening slips or seams 
on ducts. Will push ao “half 
moon" through 3 thicknesses 
. - . Handles up to 3” wide, of 18-ga. steel. No hammer- _— 
i aan 4 : 22 ga. or lighter. Hand '"9 oF flattening cut to fas- 


er foot operation. Mounts *'@" slip to the duct. : = 
on bench, or on job with => >» 
clamps, or bolts, and COMPLETE LINE OF SHEET 


screws. METAL MACHINERY 
i” AGENTS WANTED REINER & CAMPBELL CO., Inc. vest Glue Gs Ge Ee 


DISTRIBUTORS WANTEL 





WILL INVEST APPROX. $10 
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DRIVE CLEAT EDGE TURNER EM FLOAT VALVES fo 
COM 4 cke t feldina 20 ) + Evaporative Coo ers, Poultry 

= caste lurcy, POCHEL Size to - r folding 20 ga I oughs, etc 
d lighter mild stee akes 3 4 


7 MISCELLANEOUS Mo. §3 folds an 8 or 314” edge Jone: 


ods ai 


WANTED = . ; ' METALCRAFT ENGINEERING CO. DAN MOREY 
heating equipr 3625 North 48th St. Lincoln, Neb 906. 3: Gite 


los Angeles 35, Calif. 


SHEET METAL MONMOUTH 
Address Changing? MACHINES & TOOLS HUMIDIFIT 


leckformer Machines Peer Spot Welders Made in various 
Tell Us At ONCE! Chicago Hand Brokes Reed ower Rolis F capacities up to 
Chicago Press Brokes f 420,000 BTU 
Pexte Power Shears 
Pexto Foot Shears Whitney Foot Presses 
A postal regulation relating to Pexto Rotary Machines Pexto Mechanic's Tools 
the handling of undelivered mail Pexte Sip Rolls Stock & Becher Tesls 

: Pexto Ber Folders Bett-Marr Bandsews ee 
could result in some issues of Smith Cleat Benders Marshalltown Presses re Write for descriptive 
: : literotur counts. 

American Artisan being thrown etectiee Seek af Ga ty 
ad o cing returned to S positively assured by 
away instead of being returne ne Cen teeliien See 


us as they have been in the past 43.017 16,1390..) (6.1. 2am 1 gr customer satisfaction mea 
for remailing to your new t 335 S$. WESTERN AVE. CHICAGO 12. CLEVELAND HUMIDIFIER CO. 
correct address PHONE: HAymerket 11-0900 7802 Wade Park Ave. Cleveland 3, Ohic 


edge 

















To avoid missing any issue of pai . SO SOFT RUBBER 

KNEE PROTECTORS 

portant than ever to report both Ss EVERY ROOFER SHOULD 

your new and old address to us aS & Sam 
PRICE $2.50. 

and your post office. Deadline is 


ORDER YOURS TODAY. 
the 18th of the preceding month EXPECTING AN ORDER? r sant 
for the next issue. Send changes You'll get it quicker if your postal LABOER SHOE CO. 


American Artisan it is more im 





and new local postal delivery zone delivery zone number is on the order 
a blank, return envelopes, letterheads 





The Post Office has divided 106 : 
cheies Sapo aenah ddivey aunt os Rates for display space in the Service 
AMERICAN ARTISAN speed mail delivery. Be sure to in Section are $12.00 per inch per in- 
: clude zone number when writing t sertion. One-inch minimum space ac- 
6 N. Michigan Ave., these cities; be sure to include your cepted. Closing date — twentieth of 
CHICAGO 2, ILL. zone number in your return address th th edi i 

after the city, before the state e@ month preceding issue. 
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A & A Register Co 
A-J Mfg. Co 
Accurate Sheet Metal & Mfg. W 
Advance Furnace C 167 
Aerofin Corp 172 
Air Conditioning Div f America 
Standard 116, 13 
Air Control Product 


Air Reduction 
Airtemp Div 


Sales C 
Chrysler Corr 13 
Ajax Furnace Fitting C Div r 
cinnati Sheet Metal & Roofing C 
Allegheny Ludium Stee! Cor; 
Co., Inc, L. B 19 
Co., The Harry 
num Co 
American Air 
American Brass 
Anchor Div 
Co 
Anemostat Corp 
Arkion Mfg. Co 
Armco Stee! 
Armstrong Fittings C 
Armstrong Furnace 
Amo Adhesive Tape 
Auer Register Co. The 34 
Auto Flo Corp 124 


Automatic Humidifier 


Filter Co., inc 11 4 
Co., The 
Stratton & Terstegge 


of America 19¢ 


Bacharach Industrial Instrument 
Barber-Colman C 

Barber Mfg. Co 

Bar-Brook Mfq. Co., Inc 194 
Berger Bros. Co . 
Bethlehem Stee! C 163 
Bett-Marr Sale n 
Beverly Shear Mfg 193 
Bishop & Babcock Mfg. C 194 
Bo titch ne 
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4 Q BQ / Ya Years-ahead Copeland engineering 
retains industry leadership 


( 1 eld service ) I ike 
d ( s tl first choice i rmance-wis 
( | é gineers and co s. The mil 
s s vy serving juality products { 
k s stl igt th orld s \ 
’ \ vo ed dependabl lens init 
() S vh sery ympressors vestigate Copelame Tt 
eded, it 1 t spot. ( ope lametics re Ss complete t includes a model for vour 
need the factory application: Air-c« 1 H.P. through 10 H.P. and 
Phese nd t 1! features con water-cooled ! H. p. base 10 H.P. Write for 
( nscious production specifications and performance data. 


Copelaweld motor-compressors 
Welded hermetics, 
VP a 


Copelametic condensing units 
and motor-compressors. Model Z-100C 
air-cooled 1 H.-P. unit, illustrated 


am 


40 Yeors of Pioneering Progress in 
Refrigeration and Air Conditioning 


EEE 
SINCE 1918 


Belt-driven condensing units 
and compressors. ‘« HP 
CORPORATION, Sidney, Ohio 


through 7% H.P 














Sell heating-cooling modernization 
the easy way with White-Rodgers 


HEATING-COOLING THERMOSTAT 


On every “prospect call’’ sell heating or 
cooling with the PUSHBUTTON in the 

palm of your hand. At a glance it tells 

a story of modernity...conveys the 
quality of your equipment...helps you set 


up the sale AND HELPS YOU CLOSE IT! 











the incomparable 


THERMOSTAT | 


Styled to sell with the right shape 





«+.the right color...smart hinged cover, 





can be painted to match the wali, no 








dials peek through. ideal for replacement 
of outmoded thermostats...inconspicuous 


baseplate covers any spots left by 


old-style controls. 





Type 120-115: for Heating 
Type 121-115: for Cooling 
Type 125-115: Comb. Heot 

& Cool (SPDT) 


YOU PUSH THE PROFIT BUTTON HARD WHEN YOU PUSH 
WHITE-RODGERS NEW AND DISTINCTIVE FASHION THERMOSTAT LINE! 





for MODERN COMFORT 


WHITE-RODGERS 


ST. LOUIS ¢, MISSOURI! 


WR 


TORONTO 8, CANADA 





